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1 INTRODUCTION 
 
An alumna/alumnus (plural alumni) is a graduate of a school, college, or university. 
(Härkönen 2003, 49). Alumni activities are organized for alumni of the universities. 
The purpose of this activity is to keep in touch with former students and create net-
works between the universities and working life, and of course link graduate students 
with each other. Alumni activities have long traditions in the United States of America 
and in the United Kingdom. On the other hand, in Finland alumni activities have be-
come more popular just during the last two decades. In Finland alumni activities are 
quite young and therefore it has a different role in Finnish universities and universities 
of applied sciences, especially if compared to alumni activities in United States.  
 
I got familiar with alumni activities of Mikkeli University of Applied Sciences (here-
inafter Mamk) when I was working there as an intern and doing my professional train-
ing. I got interested in the topic and I was also trying to find different kinds of devel-
opment ideas for it as a part of my job. Therefore I had already background infor-
mation about the alumni activities in Mamk before starting the thesis process. I also 
noticed that alumni activities, especially in English degree programmes weren’t that 
organized. This gave me an idea to focus on the international alumni activities of 
Mamk and also use Business Management Degree Programme as an example case. 
 
The aim of my thesis is to find development ideas and recommendations for interna-
tional alumni activities (focusing also on Business Management programme) of Mik-
keli University of Applied Sciences. I am going to carry this out by collecting empiri-
cal data from current students of Mamk, and by interviewing alumni contact persons 
in other universities of applied sciences. I hope to get fresh ideas from them, and cre-
ate strong theoretical framework, from which to seek help with. Mamk has organized 
more activities for alumni in Finnish than in English. Therefore I would like to put my 
focus on the English side of alumni activities and develop the alumni activities for 
Business Management students along with other international students of course. My 
interest lies in Business Management programme, because I am Business Manage-
ment student myself. I will investigate what kind of opinions and interests students 
have regarding international alumni activities. I would like to get information of their 
wishes concerning the activities, and what kind of value they are expecting to get out 
of alumni activities. Basically I want to find out what kind of perceptions student have 
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of alumni activities and what kind of development ideas they have. With interviews 
my aim is to get new practical ideas for Mamk to utilize and get a clear picture how to 
alumni activity is handled in other schools in order to find a ways how to develop in-
ternational alumni activities in Mamk. 
 
My research problem is the following: 
 
 How to develop the international alumni activities and the international alumni 
activities of Business Management degree programme in Mikkeli University 
of Applied Sciences?  
 
My researches questions are the following: 
 
 How alumni activities are organized in the universities of applied sciences? 
 What are the students’ opinions, interests and wishes regarding international 
alumni activities? 
 
In my thesis I will create a theoretical framework out of two different parts. Firstly I 
will tell about alumni activities; what they mean, what is the current situation and how 
communication is carried out with alumni. I am going to focus also on social media 
and how it is used for the benefit of alumni activities, and how social media appears in 
its operations. Finally I will put my focus on service development in order to collect 
some useful ideas how to develop services and also utilize these ideas in my develop-
ment recommendations. 
 
 
2 SERVICES FOR ALUMNI 
 
My theoretical framework consists of the description and analysis of the current situa-
tion of alumni activities in Finland, which is not so familiar to students in Finland. 
This gave me a reason why my aim is to develop the international alumni activities in 
Mamk: Finnish universities and universities of applied sciences have recently under-
stood the significance of graduated students and their networks for education.  
Abroad, as in the United States and in Great Britain universities have already long 
while co-operated with graduated students, alumni and with official societies of uni-
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versities. (Härkönen 2003, 49.) I will also tell something about the history of alumni 
activities and concentrate on services, the ways of communications and relations of 
alumni activities. 
 
2.1 Alumni Activities 
 
According to Härkönen (2003, 49) the word alumni comes from Latin and it means 
“pupil” or “protégé”. In the world of university or university of applied sciences, the 
word alumni carries the meaning of a graduate. In Finland the persons, who are work-
ing or have worked in educational institutions are also counted as alumni.  
 
The alumni network of universities and universities of applied sciences is an active 
and established part of the community and plays a central role in the student/enterprise 
cooperation of the university, as well as the development of education and research 
activities, thus producing added value for the university and the alumni. The alumni 
activities aim at a lifetime partnership between the university and the alumni. 
(Härkönen 2003, 50-53.) 
 
According to Härkönen (2003, 50) Alumni activities can be present in a whole univer-
sity or only partly in some departments of the university. Alumni activities are sup-
porting the marketing of educational institutions and also helping with the educational 
growth of the students. Therefore it is important for schools to remember, when they 
are utilizing the alumni activities that they are voluntary based and value for alumni 
should be present. Alumni activities should be able to offer direct benefit to the alum-
ni and companies. These kinds of benefits might be lectures/classes, which are free of 
charge, inexpensive service activities and also thesis work and training possibilities.  
 
There should be at least once a year an event for alumni, which maintains the coopera-
tion between universities and their alumni. At the same time alumni also get opportu-
nities to create networks between themselves. There are several different ways to car-
ry out these events. For example by dividing alumni with their degree programmes, 
utilizing tutors in alumni events, with the help of lectures, and with different galas. 
(Härkönen 2003, 53.) 
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2.2 History of Alumni Activities 
 
The first alumni association was established at Williams College in 1821 in the United 
States. The early associations assumed many of the roles handled previously by indi-
vidual volunteers. Alumni directors (for many years called alumni secretaries) became 
important officers of the university, serving and working closely with institutional 
leaders and trustees. When schools needed more extensive fundraising, alumni offic-
ers directed these efforts. Development officers and separate departments resulted 
from a need for institutions to reach out to a constituency broader than alumni in order 
to acquire additional support. This was a watershed event for alumni associations. 
Programs and events traditionally sponsored by alumni offices were spun off to devel-
opment offices. The overall result was a decline in the relative importance of the 
alumni office to the institution. (Clouse Dolbert 2002, 1.) 
 
2.3 Alumni Activities in Finland 
 
In Finland alumni activities started in the 1990s, and therefore it is not as developed as 
in abroad. The journey of alumni activities are just beginning at universities and uni-
versities of applied sciences. It has been recently understood how important and sig-
nificant the networks of graduated students are. Companies and educational institu-
tions have started to take more actively part in alumni activities and help them to de-
velop and grow. In Finland and in other Nordic or Scandinavian countries the focus is 
on the “twinning activities” which means that the focus is on the contents of the edu-
cation, the continuing process of intellectual culture, monitoring of work life commu-
nities, and recruit of students. (http://arts.aalto.fi/fi/services/alumni/.) In Finland 
alumni activities are voluntary based and mostly free of charge. This is a difference 
between alumni associations in United States and in Finland, because in America 
alumni give donations and funding for their former schools. In Finland this is not pos-
sible, because of the high rate of taxation. (http://www.laureanalumnit.fi.) 
 
Finnish universities and universities of applied sciences have understood the signifi-
cance of the graduate and their networks and how it has a positive impact to the edu-
cation. In abroad, for example in the United States and in Great Britain universities 
have a long history by working side by side with alumni. (Härkönen 2003, 49.) 
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2.4 Alumni Relations 
 
Alumni activities can mean class meetings, utilization of alumni´s knowledge; eg us-
ing them as experts in different study areas and also carrying out projects with alumni. 
Alumni are extremely important cooperation partners of the universities and universi-
ties of applied sciences. In Finland alumni activities are quite young and not that many 
schools are actually utilizing alumni activities and their benefits for both partners. It is 
up to every university of applied sciences on its own, how well the school is able to 
utilize alumni in its tasks, areas in work life, and in development activities. (Hohenthal 
et al. 2012, 20-29.)   
 
When putting an effort on alumni activities, work life connections and area develop-
ment makes the position of the school stronger and more efficient. Alumni give feed-
back about the studies and how they are corresponding to the challenges of the real 
life. Alumni can also act as a contact and as a mentor for theses, training or projects. 
Alumni are potential clients for the school regarding continuing education, researches 
and other development activities of the school. Alumni are also acting as “business 
cards” of the school. They are the living proof about the education and its level. At 
universities alumni have had also a remarkable role as fundraisers. Fundraising hasn’t 
been relevant yet at the universities of applied sciences, but in the future this might be 
the case because of changing laws and smaller funding of the government. (Hohenthal 
et al. 2012, 20-29.)   
 
Alumni activities are not as common in Finland as in the United States. Alumni 
should be invited into the activity in order to get them join in. Alumni should see and 
experience clearly the reason why they would join in this activity. The school should 
offer them enough benefits and value that they will get interested. Universities of ap-
plied sciences must come out from their comfort zones and meet their alumni. Schools 
should know their benefit aspects (selling arguments) in order to get alumni to join in 
development activities. Universities of applied sciences need to put effort and re-
sources to this, as a result all the benefits that they will get out of this are valuable. 
(Hohenthal et al. 2012, 20-29.) The trend is to engage alumni in activities that fit best 
with where they are in their life cycles. Alumni associations need to create job de-
scriptions for each volunteer and each volunteer activity so that alumni are informed 
and comfortable with what they are asked to do. Alumni associations need to identify 
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a staff member to be responsible for managing the program that recruits, retains and 
recognizes volunteers. (Clouse Dolbert 2002, 4.) 
 
By opening and offering this concept of alumni activities are the key for the success. 
Universities of applied sciences should open up their teaching and project planning 
work, and also be ready to present half-created ideas to alumni and work life networks 
in order to develop them together. This requires changing of thinking process and tol-
erating uncertainty.  Uncertainty factors in this article are listed as sharing expert 
knowhow, and even questioning it with work life. (Hohenthal, et al. 2012, 20-29.) 
There have always been outstanding professionals in alumni association work. Alumni 
association professionals must have a skill set that is broad and deep. They must be 
visionaries who also understand the importance of attention to detail. Yet, alumni rela-
tions have never been recognized as a profession. The part of the reason for this is that 
alumni relations live exclusively within the world of academe, as opposed to col-
leagues in development (fundraising) etc. (Clouse Dolbert 2002, 3.) 
 
According to Hohenthal et al. (2012, 20-29) there are several ways how to get alumni 
to join into activities and participate in them.  It is important to engage alumni into 
activities. This happens by working together. Commitment needs willingness and pas-
sion towards extensive co-operation. Commitment toward alumni activities happens 
only after if alumni have noticed and realized the added value of the activities, and the 
willingness of the school truly to listen to them and their needs and knowledge. En-
gaging alumni into activities doesn’t happen by fooling or fraud development; it has to 
happen by doing development work openly and genuinely.  
 
The importance of the inspiring; this comes after engaging alumni and happens quite 
naturally afterwards. On the other hand inspiring requires some effort in order to 
maintain and create it. For example organized lectures and seminars might act as a 
source of inspiration. These events might create new contents and thinking with fresh 
ideas, which also can be reflected to alumni´s own careers. (Hohenthal et al. 2012, 20-
29.) Alumni are also very interested in becoming involved with the other end of the 
continuum, career services – the institutional output. Alumni of many ages are inter-
ested in activities related to careers from networking to simply learning about what 
alumni have done in their careers. Career programs originally were believed to serve 
young alumni hoping to build their careers, but alumni associations have found that 
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mid-career alumni are interested in thinking about second (or third) careers and ma-
ture alumni simply like to talk with others and share stories about their own careers. 
(Clouse Dolbert 2002.) 
 
 New efforts by alumni associations to develop on-line services have expanded career 
services opportunities exponentially. Students and alumni can talk with others in their 
field in on-line, identify employment opportunities, apply and even be offered posi-
tions - all as a result of on-line activities. Career programs are also great ways for 
alumni to interact with current students and young alumni. More experienced alumni 
share their knowledge and experiences in career panels or may commit to longer-term 
relationships by serving as mentors. Another very important student services area has 
gained in importance among alumni associations. That is working with current stu-
dents. It is essential to help students to be identified as alumni prior to their gradua-
tion. (Clouse Dolbert 2002, 5.) 
 
When organizing the events for alumni activities, they have to be carried out in a way 
that they are taking into account the needs of alumni and their schedules. In other 
words events should take place at a time, which is the most convenient, and the main 
ideas should be professionalism, innovation, and a relaxed atmosphere. By taking care 
of these factors and reflecting them to the events, it will give a clear message to alum-
ni that their co-operation is highly valued, respected and needed. Events should be 
also organized in a way that methods and actions are corresponding to the wishes of 
the alumni. In a way this makes sure that alumni want to continue to be part of the 
activities, make extensive development work, and participate in the events. (Hohen-
thal et al. 2012, 20-29.) The division of student affairs or student services provides 
incredible opportunities for the alumni association. One of the more important areas 
for alumni engagement is admissions. Alumni talk with prospective students in order 
to be able to share their own experiences as a student to those who are considering 
becoming students – they demonstrate the institutional “output” in which prospective 
students and their parents have a great deal of interest. Alumni can also provide ad-
missions offices with an objective evaluation of a prospective student’s interpersonal 
skills and assess how he/she will fit with the campus culture. (Clouse Dolbert 2002, 
5.) 
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When alumni activities are carried out successfully, they bring a lot of benefits to the 
schools, alumni, and work life sector. The university of applied sciences makes its 
connections with work life sector stronger and gets to use an extensive network of 
experts. This network offers current information on the needs of the work life sector 
and it can be utilized in education. (Hohenthal et al. 2012, 20-29.) Alumni can use the 
network in order to find business partners, clients, and also seek new and fresh infor-
mation in their own business sector. Alumni seek to connect through career, social, 
and business networking provided by alumni associations. They are interested in 
learning more about the academic strengths of their institutions, how it educates the 
graduated students for careers, exciting developments in student-faculty collaborations 
and research, and opportunities to be accessible to new things and be ready for a com-
plex and constantly changing world. (www.napagroup.com.) 
 
The work life sector might get also benefit out of this arrangement through the differ-
ent projects and innovation work which are created between the students and alumni. 
Of course this whole activity is a very extensive and complex process and needs to 
have “investments” from many different sectors. Therefore alumni activities should be 
started with the idea “Start small- Think big”. Basically this idea is listing that even 
with small resources activities can be started but long-time goals should be set and 
purposefully tries to reach them along the activities. (Hohenthal et al. 2012, 20-29.) 
 
It is important that alumni activities continue their development and aim to keep their 
quality level high. Therefore the level of quality should be monitored constantly and 
actively. Evaluation can be implemented in  several ways, for example; by carrying 
out questionnaires to students and to the personnel and analyzing the results, ques-
tionnaires to alumni and analyzing the results, evaluating the aims and goals of the 
alumni activity (are they reached?), evaluating the budget and the use of it, making the 
report out of questionnaires, and making the presentation out of the report and present-
ing it to the management of the educational institution and other funding re-sources. 
(Härkönen 2003, 54.) 
 
2.5 Institutional Involvement of Alumni Activities 
 
Partnering with different campus departments might provide excellent ways to link 
with alumni. One of the most important and remarkable connections for alumni is with 
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academic affairs. After all, the greatest influence the institution has had on the alum-
nus/alumna is his/her academic experience while being a student. The alumni associa-
tion can form partnerships with the institution’s continuing education department to 
connect alumni certification and training programs, or programs that simply reply to 
intellectual savor or curiosity. These realities have led to strengthened relationships 
and partnerships between alumni organizations and university offices of the develop-
ment. Some institutions have compounded alumni relations by adding support. For 
example by organizing reunions to volunteers, giving campaigns at regular reunion 
intervals, creating situations to develop relationships with the present students and 
young alumni, and granting funds to technology in order to facilitate these relation-
ships. Others have formed these mutual synergies through carefully arranged messag-
ing and other structural approaches. 
 (www.napagroup.com.) 
 
This connection is particularly important for international alumni, from both on and 
offshore programs. Alumni associations have also been successful in partnering with 
faculty to participate in chapter events, reunions and even on-line discussions or chats. 
Alumni associations should ensure that faculties are involved with their alumni board 
and serve on alumni committees. (Clouse Dolbert 2002, 4-5.) 
 
Alumni associations should find opportunities to recognize and reward faculty mem-
bers for outstanding teaching, research and service. Alumni should serve on faculty 
boards and committees, and be part of important search committees. Many institutions 
now have staff members in academic colleges, schools or departments whose primary 
responsibility is to work with alumni yet whose employment is through the academic 
unit and/or development. It is incumbent that the alumni association ensures staff in 
the colleges and academic units understand the importance of the units and the associ-
ations working in tandem to advance the goals of the institution. While this model can 
also be established to overseas programs, the vast majority of external programs do 
not have local employees to work with alumni. (Clouse Dolbert 2002, 4-5.) The suita-
ble model usually rises from strategic plan goals of an association. The long-term 
thinking and recruiting from all institutional and association levels internally and ex-
ternally are all part of this. The alumni give also feedback through surveys. Trends 
include universal memberships which highlight involvement and engagement rather 
than financial ground through free services and sedimentary advantages based on ad-
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ditional levels of support, in comprehensive surroundings, starting with student mem-
bership. (www.napagroup.com.) 
 
2.6 Communicating with Alumni  
 
There are several different ways how to serve alumni by communicating with them. 
Interaction can take place via multiple different channels and the aim is to find the 
best solution to reach out alumni and serve them in the most efficient way. Communi-
cation is clearly one of the most important goals recognized throughout alumni rela-
tions are communication – considering both input and output. With the electronic ca-
pabilities, opportunities for effective communication with alumni are increasing. 
(Clouse Dolbert 2002, 8-9.) 
 
Electronic communications 
 
With electronic “relationship” alumni can be increased and improved. The infor-
mation flow with each graduate will provide them with communication and services 
targeted to their individual wants and/or needs. In addition, the alumni association 
benefits in a number of ways. Of great importance is that having alumni communicate 
with the association electronically can save staff time. Alumni who update their own 
records, or who register for events or pay dues on-line allow staff to spend their time 
in more direct service to alumni, rather than on handling paper or simply receiving 
information over the telephone. It is also expected that alumni database will be richer, 
more robust and more accurate. The alumni association is also able to deliver infor-
mation electronically much more efficiently and effectively. With increasing concern 
about budgets, sending information electronically eliminates postage and printing 
costs – all rising almost daily. The other great advantage to electronic communication 
is time of delivery. (Clouse Dolbert 2002, 8-9.) 
 
Since almost everything done in alumni relations is time-sensitive, electronic commu-
nication provides us an opportunity to notify and/or remind alumni of events without 
worrying about how long it may take our event reminder to find our alumnus’ home 
mailbox. For international alumni, this is a very exciting development. It is easier to 
keep alumni “attached” in ways not possible even a few years ago. The down side of 
electronic communication is with the use of blast emails for alumni. “Spam” has be-
11 
come horrific and alumni associations must take every precaution that their communi-
cation with alumni is of value and not viewed as an intrusion. (Clouse Dolbert 2002, 
8-9.) 
 
Electronic communications will continue to increase. Alumni will communicate elec-
tronically more frequently and more extensively, and alumni associations will do the 
same. Electronic communications will provide alumni with more and better infor-
mation and thus, service from their associations. Electronic communications will pro-
vide alumni associations with more and better information, and will allow them to 
operate more efficiently.  (Clouse Dolbert 2002, 8-9.) 
 
Print vs. face to face methods of serving alumni 
 
Many alumni officers have begun to question whether the time has come for us to 
abandon print communications to alumni. It is not found that effective anymore. 
Therefore any discussion of serving alumni through our communication efforts must 
include face-to face communication. After all, we are about relationships – finding 
ways to attach alumni. Another factor influences the need for alumni relations to con-
tinue to focus on face-to face communication. More and more alumni associations are 
recognizing that they must learn more about the desires of their alumni. Budget and 
staff constraints demand it. If they are to best serve alumni, associations need to know 
what alumni want, and how alumni want information delivered from their associa-
tions. Therefore, alumni associations must commit to research and to surveying their 
alumni regularly. (Clouse Dolbert 2002, 8-9.) 
 
Print will become an enhancement to electronic communications, but will not disap-
pear, at least for another generation. Face-to-face communication will always have a 
place with alumni relations. Alumni associations must continue to find ways to con-
nect alumni with their alma maters in personal ways that remind them of their college 
experiences. (Clouse Dolbert 2002, 8-9.) 
 
 
 
 
12 
2.7 Social Media and Alumni Activities 
 
My theoretical framework will consist of social media and social media marketing and 
offer information of communication channels and information systems in alumni ac-
tivities. Social media are the online means of communication, conveyance, collabora-
tion and cultivation among interconnected and interdependent networks of people, 
communities, and organizations enhanced by technological capabilities and mobility. 
(Tuten & Solomon 2013, 2.) 
 
Social media is a strong communication channel nowadays and therefore it is widely 
used as in a tool by sending information and advertising different activities. Social 
media is a group of internet-based applications that build on the ideological and tech-
nological foundations of web and it allows the creation and exchange of user generat-
ed content. (Kaplan, et al. 2010, 60.) 
 
Within this general definition, there are various types of social media that need to be 
distinguished further. However, although most people would probably agree that Wik-
ipedia, YouTube, Facebook, and Second Life are all part of this large group, there is 
no systematic way in which different social media applications can be categorized. 
New sites appear in cyberspace every day, so it is important that any classification 
scheme takes into account applications which may be forthcoming. (Kaplan, et al. 
2010, 60.) 
 
Social media also provides new ways for a university to be able to interact with their 
alumni. Some specific examples include: hosting, contests, asking opinions, sharing 
photos/videos, and soliciting feedback from alumni through these networks. This can 
help improve the services that offered alumni because you will be able to adjust to 
what people want. A university is able to actively engage in a dialogue and make an 
educated decision in finding out what type of outreach their alumni body is looking to 
receive, what type of information they want to have access to, and what sort of affinity 
they possess towards the institution. (Makrez 2011, 234.) 
 
The Internet originally withdrew people because of the anonymity it gave. (McKenna 
& Barg 2000, 41) Nowadays with the maturation of social networking sites people are 
utilizing that anonymity factor and are using the Internet to socialize with others. 
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(Jones & Fox 2009, 6) In the social media land; where individuals have a belief that 
they do not want to be brought out to, how do you involve and engage them in discus-
sion with the intent promoting a product or service? Successful engaging with indi-
viduals in social networks demands building of trust and relationships, promoting val-
ue and becoming the go-to resource when the spectators are prepared to buy what you 
sell. However the trust you create must to be largely subject to your ability to con-
vince your audience that your intention is pure. Be aware that your message exists 
within a larger ecosystem that is out of your control and engage and involve the con-
sumers with this in mind. Become an active member of the community, network or 
environment and take part in the activities with the audience to create a true trust. 
(Kowalik 2011, 226.) 
 
Social media tools are increasing in use across higher education and Twitter hash tags, 
live blogs, Facebook events, and Flickr groups are becoming a regular feature of aca-
demic conferences and events. In addition to providing essential services, developing 
community has long been fundamental element of the university life programs. The 
potential opportunity to enhance university life and community development through 
the creative and effective implementation of social media technologies is an important 
and emerging phenomenon. Social media initiatives and activities are transforming the 
very nature of collegiate life. (Wankel 2011, 167-190.) 
 
Social media provides institutions an possibilities for a new level of engagement and 
involvement with potential students, alumni, donors and community members. Social 
media surroundings include both your potential students and alumni, creating it a great 
place to connect with them about your institution and programs. People are also using 
traditional communication sites and services (think webmail and discussion groups) 
less and less and making a choice to use Facebook and other social networks instead.  
(Kowalik 2011, 215-216.) Social networking can be a great resource for recruitment 
efforts, and could be very beneficial in this process. However, they still believe the 
majority of the focus should be strengthening the experience perspective students have 
on official websites. (Noel-Levitz 2007.) 
 
Social media provides new avenues to reach out to people, connect with them, engage 
in a conversation and foster a relationship. Currently a prospective student cannot ap-
ply to your school through Facebook and a donor cannot give a gift via Twitter. The 
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end goal is to funnel the individual to your website where they can take action ie. ap-
ply to your school, get more information, and give donations. (Kowalik 2011, 216.) 
Internet and its popularity are based on “new communality”.  New communities have 
a significant economic potential. (Koskela, et al. 2007, 27.) Institution can do the most 
creative things on Facebook, Twitter, or YouTube, but if students get to your site and 
cannot figure out the call to action, the action that is requested by a marketer´s content 
(either from an advertising banner or website copy) such as how to apply or find in-
formation about degree, you have failed. Do not let the goodwill you have built 
through social media be destroyed by a poor functioning website. Before you establish 
why you are using social networks, examine your foundation, ie. your institutions 
website. (Kowalik 2011, 216.) 
 
Involved alumni are alumni who will contribute, and then ask how they can do more. 
If a college has knowledge how to elaborate and engage alumni, it is well on the way 
of monetary health and growth. Although the advantages of utilizing social media are 
multiple, alumni offices, with limited human and financial resources, can now reach a 
growing number of graduates. (Kowalik 2011, 21.) A network can be activated with 
the help of interaction, and it can work as a source of information, group of profes-
sionals or in a social support. (Koskela, et al. 2007, 27). It still requires work, creating 
a Facebook page and Twitter account is just the beginning of the road. The overload 
of the information is another trap. Adding information to a social network is a cheap 
way to awake the consciousness of thousands of people about alumni events or gradu-
ates´ achievements. The messages, if they arrive too regularly, can be seen as a spam, 
which might poison the relationship between the university, and alumni. Social media 
is remarkably effective in engaging and involving younger alumni, who are not reply-
ing to old-fashioned marketing campaigns.  (Kowalik 2011, 218.) 
 
2.8  Social Communities 
 
Social media can be called a strategy and an outlet for broadcasting, while social net-
working is a tool and a utility for connecting with others. Social networking is the use 
of communities of interest to connect to others.  You can use social media to facilitate 
social networking sites (hereinafter SNS). Or you can network by leveraging social 
media.(www.examiner.com/article/social-media-vs-social-networking-what-s-the-
difference.) 
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In the alumni events, when we considering social media everyone must be at “invited 
in” and focus on the starting implementation of social media as it concerns to alumni 
relations and collaboration, along with the relevancy within the advanced world. So-
cial media strategies are a new and an effective way to link, offer knowledge, and ac-
tivate those interested in the university. This technology and change in interpersonal 
behavior allows the changes to f form demanding, tightly woven, and diverse universi-
ty community a hotspot for innovative ideas /active discussion and practical network-
ing. As the world links in totally new way, so do students, and therefore, so do alumni. 
(Makrez 2011, 229-230.) 
 
Why a university engages with SNS is an important question. The justification of in-
vestment must be met, and a comprehensive plan for the implementation of social 
media initiatives must be formed. Picking deeper into societal norms and beliefs that 
need to be institutionalized before one can be truly successful in implementing a stra-
tegic investment of time, money and brainpower. Then looking at key examples on 
how others were able to be successful at using SNS for alumni relations will prove to 
be helpful tying a practical web of social media initiatives that are effective at forming 
a virtual community prepared to share thoughts, questions, and resources. (Makrez 
2011, 230.) Social networking sites operate as an addition of the type of internet 
communication. As such, they do promote new creative ways for students to link and 
new challenges and opportunities for students´ social engagement. (McEwan 2011, 
20.) The influence of the experimental uses of SNS within the context of a diverse 
alumni community- which connects creatively to emerging campus wide initiatives 
are a complicated and effective realm to take part in. It is challenging to think out-of-
the-box when it comes to knowing an answer that is suitable for specific institutional 
goals will hopefully inspire a creative, fun, and interactive flow of ideas, along with 
the courage to try new innovative things. (Makrez 2011, 230.) 
 
In order to create an impactful marketing compliment within the social networking 
sites one may want to evaluate the networks available for usage, determine the re-
sources available to allocate to the cause, the objectives that are hoped to be accom-
plished with the implementation of a SNS strategy. It is important to examine some 
best practices and then try to implement the most relevant ones to the demographic 
and constituency they are trying to influence. (Makrez 2011, 231.) Student affairs pro-
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fessionals should become aware of the ways that students engage with social network-
ing sites in order to leverage opportunities for furthering student integration while 
remaining aware of the limitations for community building that social networking 
sites present (McEwan 2011, 20.) 
 
Key objectives for developing a social networking policy within alumni relations may 
range from fundraising to alumni research to information sharing to alumni activities 
involvement. Something that is important to remember while trying to achieve all 
those objectives is that here is a definite expectation on the SNS for informal yet pro-
fessional communication. Alumni are using these SNS whether the university they 
attended is or not, and they are connecting with other alumni from the same communi-
ty. (Makrez 2011, 232-233.) The diversity of staff involved could also reflect the vari-
ety of social media use. Social networking sites allow staff to launch online promo-
tional campaigns and promote upcoming university events, responsibilities that are 
traditionally held by marketing and communication departments. (Merrill 2011, 38.) 
Allowing alumni to become part in the university can take place through SNS. In ad-
dition to emailing, which is also not comprehensive solution, social media channels 
give another interactive way to promote events, solicit feedback and share news. At 
the end of the day, active alumni are contributing alumni. Alumni offices are continu-
ally searching for new ways to keep alumni engaged. Even if they are not physically 
attending events on campus, engaging them in this brand community allows the uni-
versity to develop a broader base of those who have vested interest in the success of 
enterprise. (Makrez 2011, 232-233.) 
 
There seems to be significant link between alumni relation and admissions. This rela-
tionship has allowed the two offices to find compatible and beneficial ways to interact 
with one another through SNS. Alumni are constantly looking for new ways to be 
engaged with the university and admissions always need new ways to recruit new stu-
dents, therefore, the two departments are able to join forces to recruit alumni admis-
sions volunteers via social networks and have LinkedIn group aimed at that audience. 
(Makrez 2011, 237-238.) According to Reuben (2008, 11) social networking sites of-
fer advancement professionals a great opportunity for keeping in touch with alumni 
after they graduate. Facebook is one of the popular tools they are now using to keep in 
touch with recent alumni, alumni that are more in touch with their universities than 
ever before. 
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Using Facebook to link to a YouTube channel to showcase a new alumni business, or 
student accomplishment is a great way to increase viewer activity and hopefully evoke 
some emotion or response. Advertising events on these SNS through event pages or 
RSS feed technologies is an effective, quick, low-cost marketing mechanism to reach 
a broad audience of alumni, whether it is a quest speaker, a commencement reception 
or a sporting event. SNS allow the alumni office hand-on tool to inform their alumni 
community. (Makrez 2011, 237-238.) The social integration of students within a cam-
pus community is vital in enhancing their college experiences. Researches have 
sought to determine how best to promote successful social integration for university 
students. Traditionally, on campus orientations and residence hall activities have been 
used to foster student social integration. However, Facebook and other social network-
ing sites (SNSs) can be used for social integration among students in ways that were 
never before possible. (McEwan 2011, 3.)  
 
Recent research shows that 92,2% of students highly engaged in social media ( more 
than an hour a day) and 73,4% of students who use social media less than an hour a 
day rate their connection to their friends at their university as high or very high ( Jun-
co 2009).  Those numbers have a greater implication for alumni relations when taken 
in the context of previous research on social integration and institutional support, 
which found, “The greater level of social integration, the greater level of subsequent 
commitment to the social institution.” (Braxton, Sullivan & Johnson 1997, 106.) 
  
 
3 DEVELOPMENT OF SERVICES  
 
Lastly I will put focus on the previous studies of the development of services. I will 
utilize that information in my thesis work. Even though the alumni activity is volun-
tary based it should be evaluated and make improvements regularly. A service entails 
a unique experience between the service provider and service customer. The constella-
tion of features and characteristics inherent in a service offering takes place during its 
development. (Posselt & Först 2012, 8.) I will also put my focus on customer in-
volvement and their role in service development. 
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3.1 Services 
 
In the literature, a service has often been defined as something that becomes “real” 
when a customer interacts with some specific prerequisites such as organizational 
structures, activities, people and other customers. (Lovelock 1996, 5). During this in-
teraction, there are many factors that affect to the customer´s experience. The service 
interaction is surrounded by physical and communication elements that provide in-
formation on the nature of the service and give clues as to its quality. According to 
Zeithaml & Bitner (2003, 3) put in the simplest terms services are deeds, processes, 
and performances. 
 
While we rely on the simple, broad definition of services, we should be aware that 
over time services and the service sector of the economy have been defined in subtly 
different ways (Zeithaml & Bitner 2003, 3). In a service driven economy, companies 
must develop new and better services to stay competitive and make profit.  Service 
competition and development of new services which create customer value are major 
challenges not only for service companies, but also for manufacturing companies and 
public service providers. Since services are activities and interactions and not physical 
objects, we cannot apply concepts, models and techniques developed for product de-
velopment. (Edwarsson, et al. 2006, v.) 
 
Today, services are infusing into our daily lives in many different forms. Through 
technology, customers are able to utilize services from all over the world. A service 
perspective is fundamentally a management perspective which offers an insight and 
assistance for any type of organization that needs to expand their competitive ad-
vantage beyond the core product solution to customer problem. It emphasizes on a 
deep understanding of the internal value-generating processes of the customer which 
will render services that match customer needs. Therefore a true understanding of the 
customer is the driver of competitive advantage in today´s business environment. 
(Edwarsson, et al. 2006, 3-4.) Naturally some customers are more demanding than 
others, having greater tenderness to, and higher expectations of, service. Enduring 
service intensifiers are individual, stability factors that lead the customer to heightened 
tenderness to service. One of the most remarkable of these factors can be named lead-
ing service expectations, which apply when customer expectations are driven by an-
other person or group of people. (Zeithaml & Bitner 2003, 67.) 
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The service perspective consequently refers to a focus business from a customer´s 
point of view, focusing on how to create customer value when using or consuming the 
service. (Edwarsson, et al. 2006, 4.) Customers perceive services in terms of the quali-
ty of the service and how satisfied they are overall with their experiences. (Zeithaml & 
Bitner 2003, 85). This is naturally a challenge for many organizations to become truly 
customer-oriented. Therefore only few companies have access to their customers´ true 
needs and wants, and even if they have this knowledge, this information is not dissem-
inated throughout the organization and it does not lead to appropriate actions. This is 
thus a challenge to the management. Customer involvement could be viewed as a tool 
to help become more customer oriented. (Edwarsson, et al. 2006, 4.) 
 
3.2 Co-Creating Value with Customers 
 
New service development calls for concepts, models, and techniques based on the 
logic of service and it emphasizes value creation through services. A service manage-
ment theory implies that value is co-created with the customer and is assessed on the 
basis of the value in use. The customers are directly involved in the value creation 
process in different ways. Customers can also contribute in the development and de-
sign of new services and products. (Edwarsson, et al. 2006, v.) The value creation 
process centers on individuals and their co-creation experiences. New premises inevi-
tably lead to new implications for a business. The interaction between consumers and 
firms becomes the new locus of co-creation of value. (Prahalad & Ramaswamy 2004, 
16.) 
 
 New service concepts and service offerings are also developed together with custom-
ers. Customer involvement in a service development is a relatively new area. A cus-
tomer involvement refers to becoming close with customers in order to learn from and 
with them. (Edwarsson, et al. 2006, v.) To co-create value with consumers will de-
mand increasingly in use of multiple channels of their choices, a function of the con-
sumer´s competence, backgrounds, interests, and needs. Thus, companies will have to 
manage multiple channels and ensure a consistent quality of experience for individual 
consumers across these channels. (Prahalad & Ramaswamy 2004, 43.) There are 
growing markets for services with increasing dominance of the services in economies 
worldwide. The tremendous growth and economic contribution of the service sector 
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have drawn increasing attention to the issues and problems of the service sector indus-
tries. (Zeithaml & Bitner 2003, 3.)  
 
A service-dominant logic ( hereinafter S-D logic) represents a departure from the tra-
ditional, foundational, goods dominant logic (hereinafter G-D logic) of exchange, in 
which goods were the focus of exchange and services represented a special case of 
goods a logic that marketing inherited from an emphasis on operant resources, dynam-
ic resources that act upon other resources. Service dominant logic views applied spe-
cialized skills and knowledge as the focus of economic exchange and one of the fun-
damental foundations upon which a society is built. Thus, it rests on the premises that, 
in order to improve their individual and collective well-being, humans exchange the 
service- the application of specialized skills and knowledge- that they can provide to 
others for the service that they need from others. If goods are involved in the ex-
change, they are seen as mechanisms for service provision. (Vargo & Lusch 2006, 
43.) 
 
A service dominant logic implies that service is the foundation for all exchange; the 
function of goods is to enable service that is, goods represent a special case of service 
provision, one that has always been a fairly small subset. It is perspective of a model 
that includes the fundamental assumption that exchange is driven by goods (G-D log-
ic) that the importance of service is just now becoming apparent, and that an economy 
is perceived to be transitioning from goods focused to service focused.  (Vargo & 
Lusch 2006, 45.) 
 
Value cannot be created independently in manufacturing and consumption. S-D logic, 
on the other hand, implies a consumer orientation. Since a service is defined in terms 
of benefit being co-created with the consumer, rather than embedded in output, no 
separate explication or modification is necessary. The consumer or more precisely, 
consumers multiple parties in an exchange are the foundation of S-D logic. With S-D 
logic, the consumer orientation becomes redundant. S-D logic represents a somewhat 
subtle, but potentially significant departure from the way that we have been taught, 
both explicitly and implicitly, about exchange. It shifts the focus away from goods to 
service, from operand resources to operant resources, from being to doing, and some-
what less precisely, from what is exchange to the process of exchange and from tangi-
ble to intangible. It also refocuses on the role of an exchange in general, not only as it 
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relates to marketing, but also of its role in commerce and society. As such, S-D logic 
might provide insights useful for reconsidering and reformulating the models, theo-
ries, and paradigms that guide the thinking about these activities and institutions. 
(Vargo & Lusch 2006, 47, 51.) 
 
One particularly intriguing possibility is for S-D logic to provide the philosophical and 
conceptual foundation for the development of a service science. The intrigue stems 
from the fact that a service science has the potential of taking the perspective of value 
co-creation and exchange beyond the market by providing a system orientation that 
takes the issues out of the economic arena and re-contextualize them. Thus, ironically, 
it has the potential of shedding light on the role of exchange between and among ser-
vice systems at different levels of analysis (eg. individuals, organizations, social units, 
nations, etc.), thus enriching marketing in ways that are difficult from its usual tighter, 
enterprise, economic, and normative focus, even when enhanced through S-D logic. 
(Vargo & Lusch 2006, 9.) 
 
3.3 New Service Strategy Development 
 
Research suggest that without a clear new product or service strategy, a well-planned 
portfolio of new products and services, and an organizational structure that facilitates 
product development via ongoing communications and cross-functional sharing of 
responsibilities, front-end decisions become ineffective. Thus a product portfolio 
strategy and a defined organizational structure for a new product or service develop-
ment are critical and they are the foundations for success. (Zeithaml & Bitner 2003, 
227.) 
 
The development of a services strategy locates at the heart of the service promoter 
organization. Increasingly, services promoters are finding themselves operating in 
very fluent market areas that are accessible to ongoing change. These alters are char-
acterized by an increased requirement for services, growing costs for service organiza-
tions, difficulty in accomplishing a balance between the development of standardized 
or personalized services and the new kind of use of technology. When required with 
these market conditions, service organizations need to take a well-structured approach 
to the development of the strategy. 
 (http://smartamarketing.wordpress.com/2011/03/02/developing-a-service-strategy-1/) 
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The types of new services that will be appropriate will depend on the organization´s 
goals, vision, capabilities, and growth plans. By defining a new service strategy (pos-
sibly in terms of markets, types of services, time horizon for development, profit crite-
ria, or other relevant factors), the organization will be in a better position to begin 
generating specific ideas. For example, it may focus its growth on new services at a 
particular level of the described continuum from major innovations to style changes. 
Or the organization may define its new services strategy even more specifically in 
terms of particular markets or market segments or in terms of specific profit genera-
tion goals. (Zeithaml & Bitner 2003, 227.) 
 
3.4 Service Innovation  
 
Service innovations concern different dimensions of services, such as the service con-
cept, the customer interface, the service delivery, or the technology involved (De Jong 
& Vermeulen, 2003, 9). A new idea is a starting point for an innovation. When the 
idea is successfully developed and implemented to create new benefits, such as profit, 
an innovation emerges. An Innovation can deal with products, services, or processes. 
(De Jong & Vermeulen 2003, 41.) The migration to experience innovation is not an 
easy one. So much of managerial energy in large firms is focused on a product innova-
tion. The internal debate is about the time to develop new features and to phase these 
functions into new products and services. (Prahalad & Ramaswamy 2004, 71.) 
 
Because of the interactive nature of services, it has become more important that ser-
vices are co-developed by the producer and the intended user or customer. Conse-
quently, some issues may arise such as the intellectual property issue where two par-
ties could claim the ownership of the resulting service. (Hipp & Herstatt 2006, 269.) 
Under the pressure for a cost reduction, most managers focus on efficiency and regard 
innovation as an attractive distraction. Furthermore, even when managers do focus on 
innovation, they often become preoccupied with developing an efficient process for 
innovation. In the end, this invariability forces managers to concentrate on internal, 
firm-centric competences rather than on the consumer. In truth, however, efficiency 
and innovation are not opposed. They are interconnected; successful innovation must 
have efficiency embedded in it. The success of an innovation depends on the opera-
tional efficiency with which it is executed.  (Prahalad & Ramaswamy 2004, 71-72.) 
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3.5 Service Development Process 
 
Many models illustrating new service development (hereinafter NSD) stem from the 
new product development (hereinafter NPD) theory that is much more developed than 
the theory concerning services. The NSD process has been described in the literature 
by sequential process models and, on the other hand, by models that emphasize an 
organizational perspective (Stevens & Dimitriadis 2005, 39.) The service development 
process can be divided into five phases; from the generation of the original idea to the 
market launch. New ideas are collected and evaluated during the definition phase. 
Numerous proposals are evaluated primarily in term of how they correspond to the 
corporate strategy, the company´s strengths and weaknesses, as well as the present and 
future market environment. It is possible in this process to integrate the customer as 
the triggering factor whether existing information is evaluated in the company or new 
ideas are elaborated in customer workshops. (Nägele 2006, 252.) 
 
After the idea has been refined and customer requirements are clear, work begins with 
the concept of the individual components of the service itself. A process can be devel-
oped with the business customer, and it is possible to make sure, at a very early stage, 
that processes are geared toward customers and that all the modules are designed in a 
way which complies with the customer´s requirements. (Nägele 2006, 252-253.) A 
new service or product development is rarely a completely linear process. Many com-
panies are finding that to speed up a new service development, some steps can be 
worked on simultaneously, and in some instances a step may even be skipped. 
(Zeithaml & Bitner 2003, 225-226). The service must be tested before it is launched 
on the market. Critical elements must be rectified prior to a market launch, whereas 
important but non-critical complaints are taken into account in a later revision phase. 
The customer therefore tests and helps to optimize prototype services. (Nägele 2006, 
252-253.) 
 
In the final phase, the customer with whom the service has been developed can play a 
supporting role during its market launch. As an “innovator” or “early adapter”, the 
customer is in a position to help the product make deeper inroads into the market. 
Surveys of a broader base of customers, as well as a documentation of customer re-
sponses recorded in the call center or by customer advisers, reflect the degree of ac-
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ceptance enjoyed by the service in the market. This information can be used in turn to 
make adaptations to the service or can be used in the development of entirely new 
services. (Nägele 2006, 253.) In these cases the next version of the service is often in 
planning stages at the same time with the current version being launched. Even if the 
stages are handled simultaneously, however, the important checkpoints must be 
passed along the way to maximize the chances of success. (Zeithaml & Bitner 2003, 
226.) 
 
Based on a previous service development phase model, it is apparent that most com-
panies integrate their customers in the first two phases. It is crucial that projects pur-
sued by service developers are supported by the company management. The service 
development concerns the planning and provision of service provisions resources, 
getting across the customer benefits of an original new service, assessing service ide-
as, determining customers´ willingness to pay, and estimating costs. (Nägele 2006, 
253-254.) 
 
3.6 Customer Interaction in a Service Development Process 
 
Customer interaction has been advocated as a potentially powerful tool for developing 
successful new services. Specifically, it is seen as an effective tool to jump start the 
idea generation process for new services, to create value for customers, and to effec-
tively manage the overall innovation process in a firm. Despite the powerful benefits 
of customer interaction, there are a majority of service firms that are unwilling to ex-
pose themselves to the perceived costs and risks of customer interaction. Some service 
managers lack confidence and trust in their own abilities, and therefore an interaction 
with customers is not as smooth as it should be. The risks of confidentiality and a pos-
sible lack of customer cooperation are also the key reasons why service firms hesitate 
to use customers in their innovation programs. (Alam 2006, 15.) 
 
The role of the customer in services marketing becomes evident in the service encoun-
ter. In this encounter face to face, ear to ear, letter to letter, email to email, customer to 
website and customer-to-machine a service may be developed, produced, and deliv-
ered with input from several sources. (Gummesson 2006, 82.) With customer interac-
tion, it is possible to develop a differentiated new service with unique benefits and 
better value for the customer. It is a key issue because today´s customers are more 
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sophisticated and demanding, and search for a superior value in a new service. (Alam 
2006, 16.)  
 
Customer interaction may help shorten a development cycle time, also known as “time 
to market.” The process of customer interaction may yield the most up-to-date infor-
mation about customer preferences and needs that are changing fast. This potentially 
reduces the need for alterations in a service delivery process in the later stages, be-
cause a firm can collect and process customer information for its new service devel-
opment projects in a concurrent basis. (Alam 2006, 17.) With some expectations, 
companies do not yet seem to take advantage of opportunities offered by customer 
power in marketing. (Gummesson 2006, 86) . 
 
3.7  Role of the User Involvement in a Service Development Process 
 
It can be easily argued that since the customer influences the perceived quality of ser-
vice delivery, the customer should be a natural participant in the development process. 
(Co-creating value with customer) However, this view has not been particularly evi-
dent in the literature on new service development or in new product development lit-
erature, there are exceptions. (Sanden, et al. 2006, 35.) Customer involvement is de-
fined as processes, deeds, and interactions where a product or service provider collab-
orates with a current or (potential) customer at the program, project, and/or stage level 
of innovation, to anticipate customers´ latent needs and to develop a new product or 
service accordingly. (Thomke 2003, 4.) 
 
A customer involvement entails a different approach to value creation in a new prod-
uct and service development. In a development project where the customer is involved 
to a high degree, value is created interactively among the parties. This implies a re-
fined role distribution, a longer relationship, and the possibility of acquiring new 
knowledge. (Wikström 1996, 4.) Customer involvement researchers have different 
views on what constitutes customer involvement. Some researchers believe that cus-
tomer involvement involves all types of market research. (E.g. Alam 2002, 30.) Others 
argue that customer involvement is different from traditional market research because 
it is a proactive approach of learning from and with customers to uncover latent needs. 
(Sanden, et al. 2006, 51-53.) 
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In terms of market research techniques it was found out that companies rely on inter-
nally collected information, such as information from sales personnel or customer 
complaints. The second most popular technique is observations. It was found out that 
surprisingly a primary reason to engage customers was that it provided an opportunity 
to market the organization. For example (de Bretanni & Cooper 1992, 21.) argue that 
the main advantage in customer involvement is the possibility of developing deep cus-
tomer insight in terms of customers´ expressed and unexpressed needs, preferences, 
and behavior, that is knowledge that is vital if development efforts are to be success-
ful. (Sanden, et al. 2006, 51-53.)  
 
There are different key elements for describing different types of user involvement. 
The first is the objective/purpose of involvement which describes why users are in-
volved in a new service development. For instance the purpose can be to gain new 
service ideas, to reduce cycle time, or to improve user relations. Then second stages of 
involvement are where the new service development processes are. The question is; 
are the users involved? There are ten stages in which users are involved: strategic 
planning, idea generation, idea screening, business analysis, formation of the func-
tional team, service and process design,  personnel training, service testing and pilot 
run, test marketing, and commercialization. The third type is about an intensity of in-
volvement and simply how intense is the user involvement? (Alam 2002, 252.) 
 
An User involvement has resulted in ideas for new innovative and useful services, and 
therefore a customer involvement is heavily dependent on how an involvement is 
managed. The contradictory positions of a theory suggesting both a positive and a 
negative outcome from “listening to the customer” are thus put into perspective by the 
fact that the provided causal data show that users can be valuable contributors of new 
services. (Magnusson 2003, 118-119.) 
 
3.8 Service Concept Development and Evaluation 
 
It is common that evaluation requires producing knowledge about an attributes and 
aspects of a new service or technology that relate to its prospective effectiveness from 
different perspectives. The task of building measures to assess these aspects is fur-
thermore complex if the research is carried out in collateral with a service develop-
ment. It demands not only defining and specifying existing clinical knowledge and 
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practices, but also assuming and being prepared in ways which practices will be trans-
formed in the new system and designing research instruments that seize such modifi-
cations. (http://www.bmj.com/content/327/7425/1205) 
 
Once an idea has been regarded as a good fit with both the basic business and the new 
service strategies; it is ready for an initial development. The inherent characteristics of 
services, particularly intangibility and simultaneous production and consumption, 
place complex demands on this phase of the process. After a clear definition of the 
concept, it is important to produce a description of the service that represents its spe-
cific features and characteristics, and then to determine initial customer and employ-
ees responses to the concept. The roles of customer, and employees in the delivery 
process would also be described. The new service concept would be evaluated after-
wards by asking employees, and customers whether they understand the idea of the 
proposed service, whether they are favorable to the concept, and whether they feel it 
reached and satisfied the unmet need. (Zeithaml & Bitner 2003, 228-229.) 
 
3.9 Quality Level of Services 
 
According to Finnish Trade, and Industry Ministry (2004, 23-24) quality refers to a 
compatibility with customers´ requirements. Quality is linked to the products and ser-
vices which are defined to offer minimum values. A product which reaches required 
minimum values has been thought to be of high quality. Quality can be monitored 
through a quality culture. The elements of a quality culture are quality management 
(aims of quality, measuring and improving) and commitment to maintain and improve 
quality. In a company, where a quality culture is highly developed definition of the 
quality is understood extensively and comprehensively. In this kind of a company the 
usual way of thinking is quite matter orientated.  
 
It is often asked, what the optimal level of good quality service is. The answer de-
pends on different factors such as a strategy of the company and the expectations of 
the customers, and these two factors are dependent on each other. An acceptable level 
of quality appears when it fulfills the expectations of the customer, but doesn’t sur-
prise with its manner. Good quality is interesting to the customers, and the customers 
are also willing to continue their interaction with service mediators. (Grönroos 2009, 
141-142.) 
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A Quality of service and the management program consist of seven different factors, 
which are an idea of service development, managing the expectations of the custom-
ers, managing the end result of the service, internal marketing, physical environment 
(scenery of the service) and managing physical resources, managing information tech-
nology, and managing the interaction with customers. If an organization has decided 
to follow a service strategy the quality of service managing program leads the way to 
necessarily management actions. (Grönroos 2009, 156.) A quality management and 
the quality system are formed from the descriptions of the activities, the actual activity 
and the proof of the activity. The description of the activity includes the descriptions 
of the actual activity, and the controlling and developing descriptions of the activity. 
The actual activity means that the activities are done in the agreed and described man-
ner in each situation. In a situation that is not described in the activity process, the 
activities are executed by using common sense. (Pesonen 2007, 53-54.) 
  
 
4 RESEARCH DESIGN 
 
I will start my data collection part by introducing the situation of international alumni 
activity in Mamk and representing facts about the current aspects of the activity. The 
next topic is benchmarking research which was the qualitative research method in my 
thesis process. Lastly I will also give information about my quantitative research 
which was carried out as a survey. 
 
4.1 Description of Alumni Activities in Mikkeli University of Applied Sciences 
 
Mikkeli University of Applied Sciences (Mamk) lies at the heart of the beautiful Finn-
ish Lake District in South-Savo region. Mamk is a modern higher education institu-
tion, offering high quality education and a variety of different study fields. Mamk has 
degree programmes available at both the Bachelor´s and Master´s levels. The students 
can choose from 18 degree programmes, three of which are in English, although mas-
ter level programmes are not offered in English. There are over 720 new students 
starting in studies leading to a degree every year, and the total amount of students is 
about 4500.  Cooperation with Russia is one focus area. There are approximately 400 
staff members employed at Mikkeli University of Applied Sciences, of which 200 are 
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full-time lecturers. About 40 of the staff hold a doctoral or licentiate degree. 
(http://www.mamk.fi/muas)  
 
There are currently over 1000 graduates of Mikkeli University of Applied Sciences 
registered as an alumnus/alumna. (http://www.mamk.fi/mikkeli_uas/alumni) Mamk is 
constantly doing development work regarding alumni activities. Last year alumni ac-
tivities got approximately 200-300 new alumni, which is 1/3 from the graduated stu-
dents. The change in Asio (student portal) has had effect on the figures. Students can 
register themselves in Asio at the same time, when they are applying for graduation. 
Mamk has put together a team which is involved in every aspect of the alumni activi-
ties. There are personnel from education services, communications service, quality 
services and the student body Mamok. Every degree programme has its own person 
selected to be responsible for the alumni activities. (Interview with Kauppinen) 
 
The head of department is part of educational services and it makes decisions regard-
ing the budget. These people form a team for alumni activities and they run its opera-
tions. It depends on the situation that what is to be done together and with a central-
ized manner. In the beginning, the alumni activities at Mamk were mostly in Finnish. 
One reason for this was that degree programmes were also mostly in Finnish. English 
degree programmes are younger that the Finnish degree programmes. Communication 
in English started a little afterwards. In Mamk, operations of alumni activities are not 
as developed in English as in Finnish, because for example newsletter is mostly in 
Finnish and most of the events are in Finnish too. Communication channels are mostly 
as developed in English as in Finnish, but regarding the whole activity there are many 
things, which are not as developed in English as in Finnish. (Interview with Kaup-
pinen) 
 
Mamk has several development areas regarding alumni activities such as, international 
alumni activities and its services, because Mamk hasn’t been able to reach that many 
international alumni and there are several potential international alumni, who are pos-
sible candidates to be registered at as an alumnus/alumna. It is very important that 
Mamk is able to get connected with them. In other words communication with interna-
tional alumni should be more effective. Other challenges are how to deal with alumni 
of abolished degree programmes, and how to reach them and get them still involved in 
the activities. Lastly Mamk intends to find a way to attract the current students to join 
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in alumni activities, when they graduate, and also to find out what is the source of 
their motivation regarding activities and what is the value what they are looking for. 
Furthermore Mamk aims to activate current alumni and make them take part in activi-
ties in more daily basis. (Interview with Kauppinen) 
 
Even though many people are not aware of the fact that Mamk has alumni association 
which was established in 2008. Unfortunately it never worked in practice. Bigger 
alumni events are held every third year, and in the autumn 2014 there should be the 
next one. These bigger events contain programme also in English. There are also 
smaller events which are held of the degree programme level and these events take 
place more regularly. Most of the events are still in Finnish and Mamk is trying to 
develop more activities in English to its international alumni. All the alumni events 
which have been held in Mamk, have received good feedback from alumni. After the 
first bigger alumni event, alumni were hoping to get more “get together” events with 
social aspects, so Mamk has organized reunions for alumni inside of the bigger events. 
Expertise lectures are not that interesting to alumni of Mamk, although when lectures 
are organized in the degree programme level alumni are usually interested in partici-
pating in these events. (Interview with Kauppinen)  
 
Overall alumni activities should be stabilized as a concept in order to explain them to 
current students and current alumni. Therefore it would also be crucial that internal 
marketing of alumni activities and possibilities of the alumni activities are utilized 
properly. Alumni activities should be part of life of university of applied sciences in 
its everyday activities and by this way it would become more familiar to everybody. 
Mamk is focused on all of these areas and the alumni work team aims at getting more 
visibility to alumni activities of Mamk. Mamk has also an online newsletter which is 
sent to the alumni, who are registered to the alumni activities. The newsletter is mostly 
in Finnish, but some parts are in English, eg if there have been an interviews with in-
ternational alumni. Mamk has Facebook sites directly for the alumni activities. Mamk 
uses websites of the school in order to reach alumni and give them information. These 
sites are in Finnish and in English. Mamk distributes flyers of the alumni activities, 
when the students graduate. Every degree programme has also own person, who is 
selected to be responsible for alumni activities and they have their own connections 
with the alumni. (Interview with Kauppinen) 
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Mamk wants to network with its alumni and other way around alumni can come to 
school and share their work path and experiences with students. Mamk aims to find 
training places and topics for theses by the help of the current alumni. Mamk receives 
important feedback from alumni and gets significant information of work life situa-
tion, and the current requirement of the jobs. This is a way to improve education in the 
degree programme level and Mamk aims to fulfill all the current requirements regard-
ing educational aspects, which are connected with becoming work life. Alumni are 
also applicants for Open University of applied sciences and for the continuing educa-
tion courses. Mamk hopes to get more visibility for Mamk by the help of alumni activ-
ities. This is especially important to marketing activities of the school. (Interview with 
Kauppinen) 
 
In alumni activities of Mamk there are big differences between Finnish degree pro-
grammes regarding alumni activities. This has been noticed in the events, because 
from some degree programmes a lot of former students will participate actively and 
from some not. The most active alumni come from the degree programmes in Envi-
ronmental Technology, Business Management and Forest Industry. The alumni con-
tact person of Mamk believed that it was because of the long traditions and history of 
these degree programmes. In English degree programmes there are not that many dif-
ferences regarding the alumni activities. These degree programmes are younger and 
alumni activities don’t start without back-ground. (Interview with Kauppinen) 
 
4.2 Qualitative Research   
 
In this study I will use qualitative research approach. As a qualitative method I will 
carry out a benchmarking research with four different universities of applied sciences 
by interviewing one person in charge of alumni activities. By this way I am able to get 
the perspectives of the universities of applied sciences and able to compare their ac-
tions regarding alumni activities. 
 
Qualitative research intends to gain a deep understanding of a specific organization or 
event, rather than a surface description of a large sample of a population. It intends to 
promote a definite version of the structure, order, and broad patterns found among a 
group of participants. (www.csulb.edu/~msaintg/ppa696/696quali.htm.) Its focus is on 
discovering true inner meanings and new insights. Qualitative research is less struc-
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tured than most quantitative approaches. It does not rely on self-response question-
naires containing structured response formats. Instead, it is more researcher-dependent 
in that the researcher must extract meaning from unstructured responses. (Zikmund et 
al. 2010, 133)   Qualitative research is also called ethnomethodology or field research. 
It offers data about human groups in different kinds of social settings. Qualitative re-
search does not introduce treatments or manipulate variables, or determine the re-
searcher's operative definitions of variables on the participants. Instead it lets the 
meaning rise from the participants. It is more flexible and it can be added to the set-
ting. Concepts, data collection tools, and data collection methods can be established as 
the research progresses. Qualitative research intends to get a better understanding 
through first-hand experience, truthful reporting, and quotations of actual conversa-
tions. It intends to understand how the participants obtain meaning from their envi-
ronment, and how their meaning influences their behavior 
(www.csulb.edu/~msaintg/ppa696/696quali.htm.) 
 
4.3 Benchmarking Research  
 
Xerox Corporation is one of the pioneers of the benchmarking research. Xerox was 
established in 1959 and in its early years, it was mostly focused on copy machines by 
making them. However in 1981 the market share of Xerox dropped to 35 % because 
of its cost-effective competitors, which were selling similar products with same prices, 
which were the prices for Xerox to make its products. Xerox started a radical cost-
effective programme where almost every function of the organization was compared 
to the other companies and their functions. After a tough changing program the 
amount of subcontractors got smaller, compatibility improved, quality problems de-
creased with one- thirds, production costs dropped by 50%, and production time im-
proved with two-thirds. The amount of the employees shrank, when the amount of 
production grew. This comparison and the changes which it brought along started to 
carry the name benchmarking (Ross 2000, 258-259.) 
 
Benchmarking is a process that bridges the gap between great ideas and a great per-
formance. An organization that has defined opportunity for improved performance 
identifies another organization (or unit within its own organization) that has achieved 
better results and conducts a systematic study of the other organization´s achieve-
ments and practices. The process then goes on to include the development and imple-
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mentation of the strategies that will help the organization to improve performance. 
Benchmarking helps the organizations to learn exactly where their performance lags 
and focuses them on the application of the best practices (Letts et al. 1999, 1.) 
 
Benchmarking is the most effective when organization or company utilizes it on a 
daily basis. The benefit of the benchmarking is that it brings to inside of the organiza-
tion new information and that kind of information which would be lacking in chang-
ing an environment of the organization, especially when the actions of the organiza-
tion have become routine. Therefore the own personnel of the organization is not the 
most sensitive and precise to evaluate objectively an effectiveness of their own actions 
(Niinikoski (toim.) 2005, 7 – 10.) It should be taken into account that the analyses of 
the benchmarking research and its framework for ideas and improvement proposals 
should be able to bring in the aspects and needs of the own organization. Benchmark-
ing is not direct copying from others; instead the meaning of the becnhmarking is to 
bring new improved functions and ideas which would fit into operational directions 
and the strategy of the organization. (Ross 2000, 260.) 
 
4.4 Ensuring Credibility of Qualitative Research  
 
It is hard to make sure that qualitative research is accurate or carried out properly. 
Therefore the following four aspects must to be taken under the consideration when 
carrying out qualitative research. These four aspects are credibility/trustworthiness, 
transferability, dependability, and confirmability. These terms are used by to replace 
‘reliability’ and ‘validity’, which are usually linked to quantitative research. 
(http://www.socialresearchmethods.net/kb/qualval.php) 
 
Credibility/trustworthiness 
The credibility is involved in determining the results of the research in order to find 
out are they truthful. This is a classic example of ‘quality not quantity’. It depends 
more on the richness and accuracy of the information collected, rather than the amount 
of data collected. There are many techniques to estimate the accuracy of the findings, 
such as data triangulation, and triangulation through multiple analysts. In reality and 
in practice the participants/readers are the only ones who can reasonably judge the 
credibility of the results. (Shenton 2004, 63-72.) 
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Transferability 
Transferability means to the degree in which the research can be removed to other 
contexts; this part is defined by readers of the research. The reader notices the specific 
details of the research situation and methods, and makes comparisons to the similar 
situations that they are more familiar with. If the specifics are comparable, the original 
research would be considered more credible. It is relevant that the original researcher 
supplies a highly detailed description of the research situation and methods of use. 
(Shenton 2004, 63-72.) 
 
Dependability 
Dependability confirms that the research findings are consistent and could be repeat-
ed. This is measured by the standard of which the research is carried out, analyzed and 
presented. Each process in the study should be described in detail to provide an exter-
nal researcher to repeat the enquiry and reach similar results. This also provides re-
searchers to understand the methods and their effectiveness. (Shenton 2004, 63-72.) 
 
Confirmability 
Confirmability points out how the research findings are supported by the data gath-
ered. This is a process to find out whether the researcher has had partiality during the 
study. This is due to the assumption that qualitative research allows the research to 
bring a unique perspective to the study. An external researcher can condemn whether 
this is the case by observing the data gathered during the original enquiry. To improve 
the confirmability of the aboriginal conclusion, and audit imprint can be completed 
through the study to show how each decision was made. (Shenton 2004, 63-72.) 
 
4.5 Conducting the Benchmarking Research  
 
For my research I chose four different universities of applied sciences, which were 
located in different parts of Finland. The idea was to get an overview of alumni activi-
ties in different locations in Finland and seek their ways of managing the alumni activ-
ities. I was able to get interviews quite nicely from different schools and locations. 
The part of the selection process was first to find suitable universities. I started by 
looking for their websites and going through their services for the students.  
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I chose these four universities of applied sciences based on five different factors, so I 
used a purposive selection in a process. The first requirement was that an university of 
applied sciences actually had alumni activities as part of its student services. Secondly 
I needed to choose schools, which were offering English degree programmes in the 
bachelor level, and thirdly information to alumni activities were also given in English. 
Lastly I considered the universities based on their location and the amount of students. 
All these factors were looked into in selection process. 
 
TABLE 1. Factors of selection process regarding alumni activity in different uni-
versities of applied sciences 
Universities of Ap-
plied Sciences 
University of 
Applied Sci-
ences 
(A)  
University of 
Applied Sci-
ences (B) 
University of 
Applied Sci-
ences (C) 
University of Applied 
Sciences (D) 
Alumni activity is 
taking place at the 
University of Applied 
Sciences 
Yes Yes Yes Yes 
English degree pro-
grammes in Bachelor 
level 
Yes (11) Yes (5) Yes (3) Yes (5) 
Information about 
alumni activity is also 
offered in English 
Yes Yes Yes Yes 
The amount of stu-
dents 
16700 8000 6000 10000 
The location of the 
universities 
Metropolitan 
area 
Central Fin-
land 
Northern Savo-
nia 
Southern Finland 
 
All the interviews were conducted face to face, except one phone interview with 
alumni contact person at an university of applied sciences (C). All the contact persons 
of alumni activities were asked exactly the same twelve interview questions (Appen-
dix 1). I also asked the same questions from the alumni contact person of Mamk in 
order to be able to compare the schools with each other and get ideas for my develop-
ment recommendations. All the interviews were conducted in Finnish in order to make 
it smoother and more comfortable for the participants. 
 
All the interviews were given in the campus areas of the universities of applied sci-
ences. First I had searched information from the websites of the universities in order 
to find out who was responsible for the alumni activities of the school. Then I contact-
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ed the alumni contact persons of the different universities by making phone calls. 
Some alumni contact persons were easier to reach out than others, because all the uni-
versities weren’t offering information directly on their websites. 
 
I was able to organize all the interviews in three weeks. I recorded all the three inter-
views which I was able to make face to face. I typed down the interview via phone 
during the interview. The interviews took approximately from 30 minutes to one hour 
depending on the university of applied sciences and of its alumni contact person, be-
cause all the alumni contact persons were asked the same interview questions (appen-
dix 1). After the interviews I removed the interview from the recorder to my computer 
in order to transcribe it properly. I wrote approximately four to five pages of text from 
every interview regarding the alumni activities. I got a lot of information of other uni-
versities, and their ways of handling alumni activities. This helped me to make com-
parisons between them and offer fresh ideas and recommendations regarding interna-
tional alumni activities in Mamk. 
 
4.6 Quantitative Research  
 
The Definition for quantitative research methods is the use of sampling techniques 
whose findings might be described numerically, and are yielding to numerical ma-
nipulation provide the researcher to measure future events or quantities.   
(www.businessdictionary.com/definition/quantitative-research.html.) It targets re-
search goals through empirical statements that engage numerical measurement and an 
analysis approach. Quantitative researchers direct a considerable amount of activity 
toward measuring a concept with scales that either directly or indirectly provides nu-
meric values. The numeric values can then be used in statistical computations and 
hypothesis testing. In the end this process involves comparing numbers in some way. 
(Zikmund et al. 2010, 134-135.) 
 
A quantitative research method was originally developed in the natural sciences to 
study natural phenomena. However, examples of quantitative methods are now well 
accepted in the social sciences and education including surveys, laboratory experi-
ments, formal methods such as econometrics, and numerical methods such as mathe-
matical modelling. (www.edu.plymouth.ac.uk/resined/Quantitative/quanthme.htm.) 
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4.7 Survey and Questionnaire  
 
The objective of a survey is to gather primary data gathered and assembled specifical-
ly for the project at hand. Often research asks called respondents to entail answers or 
spoken questions. These interviews or questionnaires gather data through the mail, on 
the telephone, online, or face to face. Although a survey is defined as a method of 
gathering primary data based on communication with a representative sample of indi-
viduals. Surveys entail a figure at a given point in time. (Zikmund et al. 2010, 186-
187.) 
 
Surveys entail a quick, inexpensive, efficient, and accurate means of estimating in-
formation about a population. Over the last 50 years and specifically during the last 
two decades, survey research techniques and standards have become quite scientific 
and accurate. When properly carried out, surveys offer many benefits and advantages. 
(Zikmund et al. 2010, 186-187.) 
 
A Questionnaire is also a great research method to investigate respondents, when one 
wants to know respondents´ opinions and experiences of different matters. It is a 
common with questionnaires that questions are presented to respondents in a same 
way. Researcher defines when a respondent is able to answer freely, and when an an-
swer is conducted by following structured forms. (Hirsjärvi et al. 2001, 172 - 181.) 
 
Research by using questionnaires is empirical research and using questionnaire forms 
is one the most common quantitative research methods. Questionnaires are describing, 
and partly explaining. The describing questionnaire answers to questions such as 
what, who, what kind of or where. The explaining questionnaire aims to give answers 
to cause-and-effect relationships (Heikkilä 2008, 13 – 15.) Collected data of the ques-
tionnaires is primary data, because it is received immediately and it includes immedi-
ate information. (Hirsjärvi et al. 2001, 167 - 173). 
 
The difficulty with the questionnaire is the common restrictive problem to quantitative 
research methods. Results give seldom the underlying cause of the matter; usually the 
questionnaire only tells the current situation of the research matter. Another problem 
of the surveys is that the respondents don’t always answer truthfully to the questions. 
(Heikkilä 2008, 16 - 20.) 
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4.8 Three Criteria for Good Measurement 
 
The three major criteria for evaluating measurements are reliability, validity, and sen-
sitivity. Reliability is an indicator of a measure´s internal consistency. Consistency is 
the key to understanding reliability. A measure is reliable when different attempts at 
measuring something converge on the same result. So, the concept of reliability re-
volves around consistency. (Zikmund et al. 2010, 305.) 
 
Good measurements should be both consistent and accurate. Reliability represents 
how consistent a measure is, in that the different attempts at measuring the same thing 
converge on the same point. Accuracy deals more with how a measure assesses the 
intended concept. Validity is the accuracy of a measure or the extent to which a score 
truthfully represent a concept. Achieving validity is not a simple matter. The job per-
formance measure should truly reflect job performance. (Zikmund et al. 2010, 307.) 
 
The sensitivity of the scale is an important measurement concept, particularly when 
changes in attitudes or other hypothetical constructs are under investigation. Sensitivi-
ty refers to an instrument´s ability to accurately measure variability in a concept. The 
sensitivity of a scale based on a single question or single item can also be increased by 
adding questions or items. In other words, because composite measures allow for a 
greater range of possible scores, they are more sensitive than single-item scale. Thus, 
sensitivity is generally increased by adding more response points or adding scale 
items. (Zikmund et al. 2010, 309.) 
 
4.9 Conducting the Survey  
 
I carried out quantitative research by using Webropol as a tool and by creating survey 
regarding the international alumni activities in Mamk to students, who will be poten-
tial alumni members when their graduate. By this way I got information on perspec-
tives of students regarding the international alumni activities of Mamk. I think that 
this was an effective way to get ideas and truthful information of the students´ current 
expectations and wishes toward alumni activity. The results were measured by using 
Likert scale. According to Zikmund et al. (2010, 320), Likert scale is a measure of 
attitudes designed to allow respondents to rate how strongly they agree or disagree 
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with carefully constructed statements, ranging from very positive to very negative 
attitudes toward some object. 
 
 I sought information on students’ expectations and their wishes towards the alumni 
activity. In this case I aimed to get the research to offer me some point of view to my 
development recommendations. I think that by using two different research methods, I 
got the most objective and accurate picture of the current situation of the alumni activ-
ities. I definitely got some ideas how to improve the international alumni activities in 
Business Management degree program level, and how to make the international alum-
ni activities more appealing for the present students in order to encourage them to join 
in activities, when graduated. 
 
I carried out the survey for the present second and third year English degree pro-
gramme students of Mikkeli University of Applied Sciences. These degree pro-
grammes are International Business, Environmental Engineering, and Information 
Technology. I used Webropol as a research tool in order to get data about their opin-
ions and interests regarding alumni activities. I hoped to obtain data about the wishes 
concerning alumni activities, what is the value that they are looking for in alumni ac-
tivities, and if they had any development ideas for the activities.  
 
I collected all the data by using paper questionnaire forms. In order to reach wider 
range of students I visited their lectures and went to their classrooms to carry out the 
survey. Afterwards I transferred all the data to the Webropol and used it as an analyz-
ing tool.  Webropol provided me with a basic report, but I still needed frequency ta-
bles and cross tables of certain results, so I used Statistical package for social sciences 
(herein after SPSS) in order to make the analysis. With the help of SPSS programme I 
was able to get a good overview of the respondents and the data 
 
Collecting the answers of the respondents took more time and effort than I expected, 
since it was harder to reach some groups than others. For example, from the Environ-
mental Engineering group I got only few respondents. They were mostly first-year 
students, which was disappointing, because the questionnaire was targeted to the sec-
ond and third-year students. Anyway I was able to get 70 respondents in total, which 
means that at least Business Management and Information Technology groups were 
well represented. 
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5 RESULTS  
  
In this chapter I will first present the results of the benchmarking research. Then after 
the benchmarking part the results of the survey will be discussed. 
 
5.1 Benchmarking Research Results  
 
I had twelve different questions regarding the alumni activities (Appendix 1), and eve-
ry university of applied sciences had a little bit different strategy and style how to 
handle things and run its alumni activities. I will process every question separately in 
order to get a better picture of the results and the differences of the universities of ap-
plied sciences. The results are assembled from the interviews with the alumni contact 
persons. 
 
How is alumni activity carried out?   
 
I found some common and uncommon factors regarding the alumni activities of the 
different universities of applied sciences in my benchmarking research. The first dif-
ference was that universities either had or did not have an alumni association. Usually 
universities, which had an alumni association, had divided managing of alumni activi-
ties between university and an alumni association. The second difference was that all 
the universities didn’t have an employee, who was mainly responsible for alumni ac-
tivities; most of the alumni contact persons had other responsibilities too. A common 
factor for all of the universities was that the every degree programme had their own 
contact persons who were helping by organizing events and other program for its 
alumni. 
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TABLE 2. Managing alumni activities in different universities of applied scienc-
es? 
Question University of 
Applied Scienc-
es (A) 
University of Applied 
Sciences (B)  
University of Ap-
plied Sciences (C) 
University of Applied 
Sciences (D) 
How is 
alumni activ-
ity carried 
out? 
University has 
an alumni asso-
ciation and 
school is organ-
izing its alumni 
activities to-
gether with an 
association. 
 
 
Alumni activities are 
divided between dif-
ferent degree pro-
grammes. There had 
been chosen people 
who are responsible 
for activities. School 
aims to have entre-
preneurial approach 
with alumni activities. 
School doesn’t have 
an alumni association. 
Most of the alumni 
events are organized 
in the degree pro-
gramme level. Uni-
versity doesn’t have 
an alumni associa-
tion. 
University has had an 
alumni association since 
2006. Student body also 
coordinates alumni 
activities. University 
has an alumni register 
with an alumni associa-
tion. The alumni activi-
ty also takes place in 
the degree programme 
level. 
 
Alumni activities of university of applied sciences (A) were divided between an alum-
ni association and the university. The alumni association got funding from the univer-
sity and the executive manager of the alumni activities worked for both parties 50% of 
her time. The Alumni activities have organized different kinds of smaller events also 
such as cultural events, educational events, and social events. These events take place 
usually twice a year. Most of the events are held in Finnish, although the school has 
many international students. The university of applied sciences (B) had a different 
point of view for the question and it doesn’t have an alumni association. Most of the 
alumni activities are organized for every degree programmes more or less separately, 
if there are bigger events they are held in the university level. It aims to have an entre-
preneurial approach with its practices and these aspects come also up in alumni activi-
ties. Most of the events are held in Finnish. The university of applied sciences (C) has 
quite similar point of view with the university (B) when considering alumni events, 
and it doesn’t have an alumni association either. The university (C) offers the alumni 
events in the degree programme level and intends to offer events, which are interest-
ing to alumni in their own expertise area. So far it hasn’t organized events in English. 
Lastly the university of applied sciences (D) has also an alumni association and the 
graduated students are responsible for the alumni operations. The university (D) and 
alumni association have a shared alumni register, which is different when compared to 
the university (A), because school does not have its own alumni registers. The alumni 
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association is responsible for social events and the university is organizing mostly the 
educational events. Bigger events are organized every second or third year, but small-
er degree programme level events are held every year or more often. Most of the 
events are held in Finnish. 
 
What kind of activities are current alumni seeking? 
 
All the universities had common answers considering this (interview) question.  The 
alumni contact persons told me that their alumni are interested in their own expertise 
areas. In other words professional events which were meant to the own degree pro-
grammes of alumni were found interesting. Social events were also listed to be popu-
lar in many cases. 
 
TABLE 3. Interests of the present alumni regarding events of the activity 
Question University of Ap-
plied Sciences (A) 
University of 
Applied Scienc-
es (B) 
University of Ap-
plied Sciences (C) 
University of 
Applied Sci-
ences (D) 
What kind of 
activities are 
current alum-
ni seeking? 
Alumni of university 
(A) like activities 
which are meant to 
degree programmes 
Alumni are in-
terested in ac-
tivities which 
are regarding 
their own exper-
tise.  
Alumni are inter-
ested in their ex-
pertise areas, work 
life collaboration 
with others and 
different kinds of 
mentoring experi-
ences 
Alumni are 
interested in 
social events 
and their ex-
pertise areas. 
 
In the university of applied sciences (A) most of the wishes were concerning work life 
skills and expertise. The alumni would also like to have more the degree programme 
level meetings and events were hoped to be more systematic in order to be better in-
formed becoming events of an alumni association. The university of applied sciences 
(B) had received similar wishes. The alumni would like to have lectures concerning 
their own expertise areas and also connections in work life zone. The university of 
applied sciences (C) told that the alumni are interested in continuing their education, 
also work life connections and experiences were interesting to them. The university of 
applied sciences (D) named that social events are very welcomed by the alumni and 
they like to meet their former peers and teachers. They are also interested in self-
development, networking, and work life connections. 
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How are your alumni relations managed? 
 
A common factor for all the universities of applied sciences was that all of them offer 
information about the activities and its current operations in the websites of the 
schools. Some universities had also a newsletter for its alumni. Those universities who 
had alumni association communicated with the alumni regularly via email. The big-
gest differences between universities were how they were utilizing social media. Some 
universities of applied sciences did not have their own Facebook sites, which were 
directly targeted to the alumni activities, and all of them did not have that wide range 
of social media tools as other schools. 
 
TABLE 4. How universities of applied sciences manage their alumni relations? 
Question University of Ap-
plied Sciences (A) 
University of 
Applied Scienc-
es (B) 
University of Ap-
plied Sciences (C) 
University of Ap-
plied Sciences (D) 
How are 
your 
alumni 
relations 
managed? 
An alumni associa-
tion has alumni 
register and they use 
social media, as 
Facebook, 
LinkedIn, Twitter 
and Pinterest, and 
websites of school. 
 
Has its own 
websites for 
alumni activities 
and they also 
use school´s 
Facebook sites. 
Uses an online news-
letter which is sent 
twice a year to their 
alumni> (in English 
in 2014) University 
has an alumni regis-
ter and the alumni 
receive emails from 
the school. 
Has an online 
newsletter, which is 
sent twice a year. 
An alumni associa-
tion sends mail 
once a month. The 
degree programmes 
have their own 
alumni contact 
persons. 
 
University of applied sciences (A) has a wide range of social media tools such as Fa-
cebook, LinkedIn, Twitter, and Pinterest by which it is connected with its alumni. A 
communication channels are under the development in order to reach the alumni bet-
ter. It is also using the websites of the school when it gives information for its alumni. 
The university of applied sciences (B) has its own Facebook site for the whole school, 
where the alumni can receive information. The school uses its websites in order to 
give information to its alumni. Every degree programme has their own personnel who 
are responsible for alumni activities and they offer information to the alumni too. The 
university of applied sciences (C) informs its alumni with an online newsletter which 
is sent twice a year. This newsletter should be in English in 2014. The school has its 
own alumni register and all the graduated students can take part in activities. The uni-
versity of applied sciences (D) sends an online newsletter to its alumni twice a year 
and an alumni association sends emails to the alumni once a month. The degree pro-
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grammes have their own heads of education who are having their own connections 
with the graduates. 
 
What kind of goal does your school have for your alumni collaboration? 
 
A common factor for all the universities of applied sciences was that they listed their 
goals as to build up networks with work life and its connections. Work life connec-
tions and approaching its aspects were felt to be very important. Differences were 
found in the goals regarding the alumni activities, because every university has a little 
bit different understanding and approach concerning the activities itself.  
 
TABLE 5. Goals of the universities of applied sciences regarding alumni collabo-
ration 
Question University of Ap-
plied Sciences (A) 
University of Applied 
Sciences (B) 
University of 
Applied Sciences 
(C) 
University of Ap-
plied Sciences (D) 
What kind of 
goals does 
your school 
have for your 
alumni col-
laboration? 
 
University should 
have more clear 
goals regarding 
alumni relations. 
Other important 
things are collabora-
tion with work life 
University wants to 
make sure that its 
alumni are able to get 
employment with their 
education. Alumni ac-
tivity is a way to find 
training places for stu-
dents and topics for 
theses. Networking, 
partnership work, and 
feedback from alumni 
are important. 
University has 
goals regarding 
partnership activi-
ties, networking; 
also work life 
substances are 
important to 
school. 
Stabilize the con-
cept of alumni 
activity and get 
work life connec-
tions. Work life 
contacts and col-
laboration are 
important. 
 
The university of applied sciences (A) aims to create the framework for alumni rela-
tions regarding the goals of the activities. The university also would like to improve 
its work life connections, work life collaboration, and to find mutual benefits for the 
school and its alumni. The alumni are a good source of feedback of the degree pro-
grammes and their educational value for the work life. When regarding the goals of 
the alumni activities in the university of applied sciences (B), the employment figures 
are one of them. The university tries to find training places for its students and get 
topics for theses. Networking and partnership activities are also important for the 
school. The university of applied sciences (C) tries to network with its alumni and 
carry out partnership activities. Substances of work life are important for the school. 
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The alumni are a good source of feedback and give current information of work life 
situations. The university of applied sciences (D) aims to stabilize the concept of its 
alumni activities. The university does not have any measurable goals for the activities. 
The important factors to the alumni activities of the university are work life connec-
tions, work life networks, and the current feedback from work life situations and edu-
cational level of the degree programmes in order to utilize information in education. 
 
How are alumni activities organized? 
 
The Common factors for the universities of applied sciences are in this case that every 
degree programme has its own personnel who are responsible for the alumni activities 
in their degree programmes. In the degree programme level teachers and other per-
sonnel just take part in organizing events, when managing the bigger picture of the 
alumni activities are left for the alumni contact persons and the other named person-
nel. The universities of applied sciences have the different kinds of resources for the 
alumni activities, because some schools have an alumni associations and some act on 
their own. Some universities do not have as wide human resources to offer to the ac-
tivities as some others do. 
. 
TABLE 6. Universities of applied sciences and their ways of organizing alumni 
activity. 
Question University of Ap-
plied Sciences (A) 
University of Ap-
plied Sciences (B) 
University of 
Applied Scienc-
es (C) 
University of Ap-
plied Sciences (D) 
How are 
alumni 
activities 
organized? 
The alumni coordi-
nator and the alum-
ni executive man-
ager are responsible 
and executive man-
ager works 50% for 
alumni association. 
Teachers of degree 
programmes are 
also involved. 
Every degree pro-
gramme has its 
own person who 
is responsible for 
alumni activities. 
Bigger events are 
arranged together.  
The coordinating 
study director is 
responsible with 
the head of 
communications. 
The alumni coor-
dinator is contact 
person and an 
alumni association 
organizes its own 
activities. The 
heads of education 
organize events in 
the degree pro-
gramme level. 
 
In the university of applied sciences (A) the alumni coordinator is responsible for 
alumni activities. The executive manager of alumni activities works for 50/50 the 
school and the alumni association. The teachers of the degree programmes are also 
involved and they are helping with the operations of the alumni activities. The univer-
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sity of applied sciences (B) has several persons who are responsible for alumni activi-
ties. Every degree programme has its own alumni coordinator and these people co-
operate with each other and the entire university level events are arranged together. 
The university of applied sciences (C) doesn’t have an alumni association. It has 
named a few persons who are responsible for the activities. The coordinating study 
director and the head of communications run operations of the alumni activities. The 
university of applied sciences (D) has a contact person who is the alumni coordinator. 
The alumni association runs its own operations. Every degree programme has also its 
own head of education who is responsible for alumni activities. They take part in its 
activities and help organize them. Marketing activities are handled together and both 
parties are updating the websites of the alumni activities. 
 
Did alumni activities take place first in Finnish or were activities developed also in 
English along the Finnish side? 
 
A common factor for all the universities was that public relations were handled almost 
immediately in both languages, in Finnish and in English. On the other hand nowa-
days some universities are putting more effort on the communication in English than 
others, although all of the alumni contact persons admitted that the English side of 
alumni activity is in need of development. Especially those universities of applied 
sciences, which had an alumni association, were thinking both more international ap-
proaches, because the communication and operations of the alumni associations are 
more or less in Finnish. 
TABLE 7. Development path of the alumni activities 
Question University of Ap-
plied Sciences (A) 
University of 
Applied Scienc-
es (B) 
University of Ap-
plied Sciences (C) 
University of Ap-
plied Sciences (D) 
Did alumni 
activities 
take place 
first in Finn-
ish or were 
activities 
developed 
also in Eng-
lish along the 
Finnish side? 
Alumni associa-
tion has used 
Finnish from the 
beginning, but 
university has 
used English and 
Finnish in its 
alumni relation 
from the begin-
ning 
Public relations 
have been in 
both languages 
from the begin-
ning. 
Alumni activities 
were first only in 
Finnish, but pub-
lic relations were 
handled in Eng-
lish at a very ear-
ly stage. 
First activity took 
place only in Finn-
ish, but nowadays 
information is giv-
en also in English. 
Alumni association 
operates in Finnish, 
but university uses 
both languages. 
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Are alumni activities as developed in English as in Finnish? 
 
A common factor in this question was that English part of the alumni activities are not 
as developed as the Finnish parts. Especially contact persons assigned that in event 
level, there are a lot more happening in Finnish than in English. On the other hand the 
other common factor was that all the universities were working on improving of the 
communication in English. There weren’t any big differences between universities of 
applied sciences considering the development level of English side of the alumni ac-
tivities, although every university had their own problems and wishes regarding bilin-
gual aspects of activities. 
 
TABLE 8. Development level of the alumni activities considering bilingual as-
pects 
Question University of 
Applied Sci-
ences (A) 
University of Ap-
plied Sciences (B) 
University of Ap-
plied Sciences (C) 
University of 
Applied Sci-
ences (D) 
Are alumni 
activities as 
developed in  
English as in 
Finnish? 
Alumni activi-
ty is not as 
develop in 
English 
Information of 
events is given in 
English, but events 
are mostly in Finn-
ish 
Is not as developed 
yet. A newsletter 
will be available in 
English in 2014 
Most of the 
events are in 
Finnish, but 
information is 
also given in 
English. 
 
Are there differences between degree programmes regarding alumni activities? 
 
This question regarding the activities of the degree programmes when joining in 
alumni activities disclosed that there were quite many differences. Almost every uni-
versity had a little bit different answers considering this question. Some universities 
said that their most active degree programmes were engineers or business students. On 
the other hand, in one university nursing students who became alumni were quite ac-
tive. These were the answers in Finnish side. In English side the universities of ap-
plied sciences mostly listed that they didn’t have information or simply big differences 
regarding English degree programmes. Two universities said that international busi-
ness students were the most active. 
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TABLE 9. Differences between degree programmes regarding the alumni activi-
ties 
Question University of Ap-
plied Sciences (A) 
University of 
Applied Sci-
ences (B) 
University of Applied 
Sciences (C) 
University of Ap-
plied Sciences (D) 
Are there differ-
ences between 
degree pro-
grammes regard-
ing alumni activi-
ties? (Finnish 
degree pro-
grammes) 
Most of the alumni 
are engineers and 
nursing students. 
 
 
 
 
No infor-
mation 
Most of the alumni 
are engineers and 
International Busi-
ness students 
 
Business student 
are the most ac-
tive. Vocational 
teacher education 
side has started to 
be active too. 
Are there differ-
ences between 
degree pro-
grammes, which 
are offered in 
English regarding 
alumni activities? 
There might be 
differences, but 
they are not as big 
as in Finnish de-
gree programmes 
No infor-
mation 
International Busi-
ness students are 
most active 
International Busi-
ness students are 
the most active 
 
How many (approx.) new alumni members join in the activities every year? 
 
Universities revealed that they had some differences regarding the figures of the 
alumni activities. One university gets approximately 30 new alumni members every 
year, when one university received 70 new alumni last year. On the other hand, two of 
the alumni contact persons didn’t have to give any accurate information considering 
the question. 
 
TABLE 10. Figures of alumni, who join in the activity 
Question University of Ap-
plied Sciences (A) 
University of 
Applied Sciences 
(B) 
University of 
Applied Scienc-
es (C) 
University of 
Applied Sci-
ences (D) 
How many new 
alumni mem-
bers join in the 
activities every 
year? 
Alumni association 
gets 30 new alumni 
every year, but 
many people are 
interested in join 
(30% of graduates)  
There is a fee of 15€ 
to join the associa-
tion  
University con-
tacts all its alum-
ni, but no infor-
mation about the 
currently joined 
alumni members. 
University has 
approximately 
1000 alumni and 
in this year they 
received 70 new 
alumni 
No information 
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In the university of applied sciences (A), alumni association has approximately 900 
members and approximately 30 persons join the activities every year. According to 
Executive Manager of the alumni activities 40% of the graduate students answered 
questionnaires of school and 30% of them would be interested in alumni activity. The 
alumni contact person of the university of applied sciences (B) didn’t have infor-
mation of figures of the alumni activities. The school usually contacts with every 
graduated student. The university of applied sciences (C) has approximately 1000 
alumni members and this year they received 70 members more. The contact person of 
the alumni activities in university of applied sciences (D) didn’t have information of 
the figures of the alumni activities. 
 
What kind of development work are you doing regarding alumni activities? 
 
A common factors for the universities of applied sciences were that all the universities 
wanted to improve their communication with alumni. Some universities were more 
focused on improving the concept of alumni activity than other, while one university 
was more focused for instance on the international aspects of the activities. Two uni-
versities were also interested in developing their internal marketing. Some universities 
also hoped to get more human resources for the activities. 
 
TABLE 11. Development work of the universities of applied sciences regarding 
the alumni activities 
Question University of Applied 
Sciences (A) 
University of Ap-
plied Sciences (B) 
University of 
Applied Sciences 
(C) 
University of Ap-
plied Sciences (D) 
What kind of 
development 
work are you 
doing regard-
ing the alumni 
activities? 
University should have 
official guidelines of 
alumni relations and 
also its own alumni 
register. Internal mar-
keting should be more 
effective and school 
should get more re-
sources to develop 
alumni activities 
(alumni coordinator 
who works for the 
school 100%) 
University wants to 
be the most entrepre-
neurial university of 
applied sciences. 
Therefore alumni 
activities are influ-
enced by entrepre-
neurship. The school 
wants to make its 
information flow 
more effective and 
get their alumni to 
notice the benefits of 
the activities. 
At the moment 
University is fo-
cused on develop-
ing the newsletter 
which will be in 
English next year. 
Marketing should 
be more effective 
and the concept of 
alumni activities 
should be clearer to 
alumni. Internal 
communications 
should be more 
effective too in 
order to get all de-
gree programme 
level events into the 
alumni activity. 
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The university of applied sciences (A) aims to create official guidelines for alumni 
relations and its activities. It also wants to start its own alumni register and the school 
should have its own alumni coordinator, who will work for the Metropolia full-time. 
The goals and criteria of the alumni activities should be clearer to everybody. The 
university intends to activate its alumni and make its internal marketing to be more 
effective. The university of applied sciences (B) has started its development work re-
garding the alumni activities by following the strategy of the school, which is to focus 
on the entrepreneurial aspects of the university. Therefore the development works of 
the alumni activities are emphasizing entrepreneurial factors and aspects. The univer-
sity aims to get its marketing and the public relations of the alumni activities more 
systematic and wants to network and co-operate more effectively together with work 
life connections. The university of applied sciences (C) is mostly focused on the news-
letter of the alumni activities, because it will be printed in English in 2014. The uni-
versity of applied sciences (D) intends to make its marketing more effective and the 
concept of the alumni activities should be clearer to the present alumni in order to find 
the value of the activity for themselves. The internal marketing of the alumni activities 
should be carried out more effectively and the degree programmes could operate bet-
ter regarding the activities and their events. 
 
How do you see the future of the alumni activities? 
 
A common factor for all the universities of applied sciences was that all of them saw 
the future of the alumni activities to be more international. Universities of applied 
sciences also mentioned that work life connections will be even more important in the 
future.  Some factors considering the concept of the activity in the future had a little 
bit different point of views, but mostly universities of applied sciences wanted that 
alumni activities would get a better foothold in the activities of the school. 
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TABLE 12. The future prospects of the alumni activities in different universities of 
applied sciences 
Question University of Ap-
plied Sciences (A) 
University of Ap-
plied Sciences (B) 
University of Ap-
plied Sciences (C) 
University of Ap-
plied Sciences (D) 
How do you see 
the future of the 
alumni activities 
at your universi-
ty of Applied 
Sciences? 
University will 
have clear guide-
lines for alumni 
relations and alum-
ni would see alum-
ni activities more 
appealing and use-
ful on their point of 
view. It would be 
more international. 
Alumni activities 
would have even 
more work life 
connections. 
Alumni activities 
would have also 
more expert lec-
tures to their alum-
ni. Alumni activi-
ties could be more 
international, if 
necessary. 
Student association 
could take part 
more actively in 
alumni activities 
and the school 
could have its own 
alumni association.  
Collaboration with 
work life and their 
connections will be 
even more important. 
Alumni activities 
should be better no-
ticed and part of 
everyday activities of 
the school. Alumni 
activities could be 
more international. 
 
The university of applied sciences (A) will have a clearer model of the alumni rela-
tions management in order to get the alumni activities more approachable and attrac-
tive to alumni. The goals of the alumni should be combined with the goals of the uni-
versity. In the future alumni activities would be more international and the goal of the 
school is to find global perspectives for the alumni activities. In the next three years 
the university should be able to get the concept for the alumni activities in order to get 
a clearer operating model for its activities. The university of applied sciences (B) 
wants to move forward with entrepreneurship aspects. Alumni activity aims to get 
mentors for startup student companies and entrepreneurial innovation projects. Train-
ing processes would be an important activity for the students in order to get collabora-
tion between them and alumni. The university aims to activate the alumni more and 
the activity could be also more international in the future. University of applied sci-
ences (C) intends to get the student body to take more actively part in the alumni ac-
tivities and its operations. The university could also have an alumni association. In the 
future the alumni activities could emphasize on more a lifetime long collaboration 
with its alumni.  The university of applied sciences (D) wants to get the alumni activi-
ties to have even more collaboration with work life connections. English degree pro-
grammes should take more actively part in the activities. Budgeting will be more cen-
tralized for the degree programme level events and the alumni association will also be 
a part of this process. Networking abroad will be started and will be focused on coun-
tries. 
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5.2 Results of the survey 
 
The background information part of the survey (Appendix 2) revealed that respond-
ents were from 18 to 28 years old, mostly second or third-year students, and mostly 
from Business Management and Information Technology degree programmes. These 
degree programmes were almost equally represented. (Frequency tables are in (Ap-
pendix 2) The most of the respondents (almost 60%) were Russians. Most of the re-
spondent (43%) had lived in Finland from one to two years already or less than one 
year (26%). Other answers were from three to four years or longer were divided be-
tween the rests of the respondents without significant differences.  
 
The last background question was about their intentions regarding living in Finland 
after studies and most of the answers were divided between probably yes (39%) and I 
don’t know (27%) options. A significant factor was that almost half of the respondents 
had positive attitude towards living in Finland after the studies. I researched, if there 
were differences between males and females and their willingness to live in Finland 
afterwards. The results revealed that the males were more eager to live in Finland after 
the studies. 55, 5 % of the male respondents had positive attitude towards it, while 41, 
2 % the female respondents had a positive attitude towards the question. There is 14, 3 
% difference, even though the amount of the genders were almost same; 36 of the re-
spondents were male, and 34 of them were female. Cross tables are in (Appendix 2) 
 
After that section there were questions concerning international alumni activities. 
Most of the students were not aware of the alumni activities (91%). The rest, who 
were aware of the activity, told that they got the information through Mamk websites, 
by seeing posters on the wall regarding the activities, and one student got the infor-
mation from a tutor.  
 
Questions nine and ten, which considered the information sources of the alumni ac-
tivities before and after the graduation got the following answers. Before graduation 
most of the students (71%) preferred email, the next popular was information from 
your teachers (67%), and the third option was the websites of Mamk (63%). These 
three information sources were the most preferred information sources of the alumni 
activities before graduation.  
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Three most important information sources after graduation changed a little bit com-
pared to before the graduation. Most answers were email (78%), the second popular 
was Facebook (68%), and the third option preferred the websites of Mamk (54%). 
Some students proposed to gain information before the graduation by the following 
information boards of the school, and after the graduation by getting information re-
garding the international alumni activities by reading other websites. Considering the 
information flow the question 12 disclosed that most of the respondents (87%) would 
like to gain information in English and rest of the students (13%) in Finnish. Almost 
all foreign students wanted to have information in English.  
 
Question 13 considered the students´ interests regarding alumni activities after their 
graduation. The table 13 shows that students were most interested in getting infor-
mation of working life and postgraduate studies. Social events and educational events 
were also listed interesting in students´ points of view. Less interesting activities were 
mentoring, acting as a quest lecturer, and event organizing together with Mamk. On 
the other hand many respondents were still uncertain about these three questions. For 
example 46% were still uncertain about the question considering event organizing, 
when fifth of the respondents showed a positive attitude toward organizing activities.  
 
TABLE 13. Results of Question 13 regarding students´ interests in alumni activi-
ties after the graduation 
 Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
Total 
Networking 1,5% 7,4% 47,1% 36,8% 7,4% 100,0% 
Mentor activities 8,8% 30,9% 36,8% 22,1% 1,5% 100,0% 
Educational events 1,4% 10,1% 24,6% 53,6% 10,1% 100,0% 
Social events 1,5% 9,0% 31,3% 40,3% 17,9% 100,0% 
Information on 
postgraduate stud-
ies 
1,5% 7,4% 19,1% 50,0% 22,1% 100,0% 
Information on 
working life 
0,0% 2,9% 5,8% 47,8% 43,5% 100,0% 
Quest lecturer 7,4% 20,6% 36,8% 23,5% 11,8% 100,0% 
Organizing events 
together with Mamk 
7,4% 23,5% 45,6% 20,6% 2,9% 100,0% 
 
 
I researched also differences between study programmes and their interests in question 
13. (Cross tables are in appendix 2) There were some slight differences between study 
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programmes, even though I mostly compared the Business Management (study pro-
gramme) and Information Technology programmes, because the amount of the re-
spondents (4 respondents) from Environmental Engineering group was not sufficient 
for essential differences. The most remarkable difference I was able to find, when I 
compared educational and social events between Business Management and Infor-
mation Technology degree programmes. The respondents from Information Technol-
ogy degree programme were more interested in educational events than Business 
Management students. 70 % of Information Technology degree programme respond-
ents had positive attitude towards educational events, when 54, 5 % of the respondents 
of Business Management programme had a positive attitude towards educational 
events. In social events it was other way around, the  respondents from Business Man-
agement degree programme had more positive attitude towards social events (69,7% 
of respondents) and from Information Technology degree programme the respondents 
disclosed that 46, 4% had a positive attitude towards social events. Other remarkable 
difference was that Business Management students were 13 % more eager to receive 
information on postgraduate studies than Information Technology students. All the 
other questions in question 13 did not disclose any essential differences between the 
study programmes. 
 
The next question was about the alumni events and students were asked to choose two 
most preferred types of events. Most of the respondents (71%) were interested in par-
ticipating in professional events and in educational events (43%). Approximately 
5,7% were not willing to participate in any alumni events. Most of the respondents 
were willing to participate once a year (54%) or more often than once a year (25%). 
Every other year (10%) and less than every other year (5, 8%) were not popular op-
tions between the respondents. Only 5, 8% percent was not willing to participate at all. 
A place for the alumni events was also the topic question in a survey. Mikkeli was 
most popular with 71%, and Helsinki the next popular (40%). Other countries which 
were requested were Russia, China, The United States, New Zealand, and The Nether-
lands. 
 
Question 17 was about the students´ interests regarding hearing the present alumni 
during the classes and 81% of the respondents were willing to hear from about alum-
ni´s experiences, studies and careers during their classes. There were no significant 
differences between study programmes how they responded to the question. Most of 
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the respondents were interested in hearing about their career paths, work life experi-
ences and their professional lives after the graduation. Foreign students were interest-
ed in hearing how other international alumni have found jobs in Finland, and how 
challenging it has been. The respondents were also interested in hearing about the 
alumni´s opinions about education and its responsiveness to the real life jobs. Some 
respondents wished to have information regarding practical training places and some 
of the respondents were interested in hearing any general information what alumni 
were ready to tell and share with them. 
 
The Question 19 about the students´ wishes or suggestions regarding international 
alumni activities revealed that most of the respondents simply were looking for infor-
mation about alumni activities itself or they hoped to have more international aspects 
behind it. Some respondents wished for example that events would be held in different 
cities and countries. 
 
The last question was about joining in the alumni activity. 73% of the respondents 
were willing to join the activities when they graduate. The rest of the respondents who 
said no listed the following reasons: as lack of time; they were exchange students; 
they did not know enough about the activity; they were not interested in activity or did 
not know what to decide yet. There were some differences in figures when comparing 
the study programmes and their responses to the question. For example Information 
Technology students were 30, 1% more eager to join the alumni activities than Busi-
ness Management students. On the other hand, there were some exchange students in 
Business Management groups, so the results do not necessarily tell the whole truth 
about the situation. Cross tables are in (Appendix 2)  
 
 
6 CONCLUSIONS 
 
Mamk has several development areas regarding the alumni activities, such as interna-
tional alumni activities and its services. Mamk has not been able to reach that many 
international alumni members and there are several potential international alumni who 
are possible candidates to be registered at as alumni. It is very important that Mamk is 
able to get connected with them. In other words communication with the international 
alumni should be more effective. Overall the alumni activities should be stabilized as 
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a concept in order to explain it to the current students and the current alumni. There-
fore it would also be crucial that the  internal marketing of the alumni activities and 
possibilities of the alumni activities are utilized properly. The alumni activities should 
be part of the life of the university of applied sciences in everyday basis and by this 
way it would become more familiar to everybody.  I am going to start my develop-
ment suggestions by offering recommendations for international alumni activities. 
Secondly, I will also present the case of Business Management degree programme 
regarding improvements of the international alumni activities. Thirdly, I will discuss 
the reliability of the research. 
 
6.1 Recommendations for International Alumni Activities 
 
Mamk could approach the international alumni activities with an effective service 
development concept by creating more suitable strategy for the activity. The Alumni 
activities should be presented to be more part of the school´s everyday activities, and 
be more approachable to students and alumni by this way. Mamk could start to devel-
op the international alumni activities by some specific focused actions. For example, 
first in Mamk should be able to stabilize the concept of the international alumni activi-
ties. As to speak of Zeithaml & Bitner (2003, 227.) when they discussed about the 
types of new services that will be appropriate will depend on the organization´s goals, 
vision, capabilities, and growth plans. By defining a new service strategy (possibly in 
terms of markets, types of services, time horizon for development, profit criteria, or 
other relevant factors), the organization will be in a better position to begin generating 
specific ideas. By opening and offering more effective and clear concept of alumni 
activities is the key for the success. Universities of applied sciences should open up 
their teaching and project planning work, and also be ready to present half-created 
ideas to alumni and work life networks in order to develop them together. According 
to Hohenthal, et al. (2012, 20-29) this requires changing of the thinking process and 
tolerating uncertainty. In this case uncertainty factors include sharing expert 
knowhow, and even questioning it with work life. The results of my survey revealed 
that 91% of the respondents were not aware of the alumni network at Mamk. The huge 
amount of the students shows definitely that this is one of the most important improv-
ing aspects of the international alumni activities. How can we get alumni involved 
with the activities, if they don’t know what it means or what it offers? 
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Awareness of the international alumni activities would get the students and the alumni 
easier involved with the alumni activities and they would be more willing to partici-
pate in its activities. For example Prahalad & Ramaswamy (2004, 16) discussed that 
the value creation process centers on individuals and their co-creation experiences. 
Edwarsson, et al. (2006, v.) concluded also that the interaction between consumers 
and firms becomes the new locus of the co-creation of value. New service concepts 
and service offerings are also developed together with customers. Customer involve-
ment refers to becoming close with customers in order to learn from and with them.  
This will be definitely the way how to start development work with the international 
alumni activities by engaging students and the present alumni to the process. The re-
sults of my research disclosed that fifth of the students would be interested in organiz-
ing alumni events together with Mamk. Even though 45, 5 % of respondents were still 
uncertain of their willingness to participate in an event organization process, on the 
other hand this is a big potential group, which Mamk can still involve to work with the 
school. To speak of according to Hipp & Herstatt (2006, 269) because of the interac-
tive nature of services, it has become more important that services are co-developed 
by the producer and the intended user or customer.  
 
An internal marketing of the alumni activities should be more effective so that stu-
dents would get better a picture of the activities. The results of my survey for example 
revealed that when the student selected three the most important channels of commu-
nication for the international alumni activities before their graduation, 67% of the re-
spondents were eager to get information from their teachers regarding the alumni ac-
tivities. Other important channels in both cases before and after graduation were Fa-
cebook, email and websites of Mamk. After graduation 78% of the respondents were 
willing to receive information via email and 68% by using Facebook. These were 
listed also important information channels before graduation; the websites of Mamk 
were also popular information source before the graduation (63%) and after the gradu-
ation (54%) of the respondents. This proves that Mamk should utilize its websites in 
delivering information of the international alumni activities. The websites are already 
offering information in English regarding the international alumni activities, but 
Mamk must update information regularly also in English. For example the results dis-
closed that 87% of the respondents wanted to receive information regarding the inter-
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national alumni activities in English. Therefore the schools should offer the newsletter 
to the international alumni also in English, because now it is mostly in Finnish.  
According to Kowalik (2011, 21) social media is a powerful tool for school to inform 
its alumni and present students (potential alumni) about its activities. Therefore social 
media should be utilized properly and effectively; although the benefits of utilizing 
social media are plentiful, alumni offices, with limited human and financial resources, 
can now reach a growing number of graduates. Koskela, et al. (2007, 27) told that 
network can be activated with the help of interaction, and it can function as a source 
of information, group of experts or in a social support. Adding information to a social 
network is an inexpensive way to alert thousands of people about alumni events or 
graduates´ achievements. Social media is particularly effective in engaging younger 
alumni who are not responding to traditional marketing campaigns. Students seem to 
find social media sites such as Facebook a very effective way to receive and seek in-
formation. Mamk has a Facebook site for alumni activities but it should take into ac-
count its international alumni, which are willing to get information in English. There-
fore Mamk should make sure that information is given also in English, especially 
when events and other facts are regarding the international alumni. Social media is 
also a creative way to engage alumni and an effective way to reach out and offer in-
formation for everybody. 
 
 Mamk could also utilize some other social networking sites besides Facebook. For 
example LinkedIn was an important information channel for 19% of the respondents 
after the graduation. Some other universities of applied sciences got also results by 
utilizing other social media tools as Pinterest for example. Alumni are using these 
SNS whether the university they attended uses them or not, and they connect with 
other alumni from the same community. According to Makrez (2011, 232-233) allow-
ing alumni to become part in the university can take place through SNS. In addition to 
emailing, which is not comprehensive solution, social media channels give another 
interactive way to promote events, solicit feedback and share news. At the end of the 
day, active alumni are contributing alumni. Alumni offices are continually searching 
for new ways to keep alumni engaged. Even if they are not physically attending events 
on campuses, engaging them in this brand community allows the university to develop 
a broader base of those who have vested interest in the success of enterprise. This 
could be a way for Mamk to get alumni to be more interactive with the university and 
the activities through social media and social networking sites. 
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Even though there is not employee assigned only for the alumni activities, social me-
dia and social networking sites offer Mamk new innovative and creative ways to reach 
their alumni and students. It is important that the school will be open for new ideas 
and ready to try something different. McEwan (2011, 20) also discussed that social 
networking sites operate as an extension of the type of internet communication. As 
such, they provide new ways for the students to connect and new challenges for the 
students’ social engagement. The impact of the experimental uses of SNS within the 
context of a diverse alumni community, which connects seamlessly to emerging cam-
pus wide initiatives, is a complex and exciting realm to participate in.  
 
Makrez (2011, 237-238) mentioned that it is always challenging to think out of the 
box when it comes to finding an answer that suits their specific institutional goals. It 
will hopefully inspire a creative, fun, innovative, and interactive flow of ideas, along 
with the courage to try new things. Using Facebook to link to a YouTube channel to 
showcase a new alumni business or student accomplishment is a great way to increase 
viewer activity and hopefully evoke some emotion or response. Advertising events on 
these SNS through event pages or RSS feed technologies is an effective, quick, low-
cost marketing mechanism to reach a broad audience of alumni, whether it is a quest 
speaker, a commencement reception or a sporting event. SNS enable the alumni office 
a hand-on tool to inform their alumni community. The International alumni activities 
can utilize social media also in marketing operations, which will be a more effective 
and more inexpensive way for Mamk to reach out the students and offer information. 
Especially Mamk should utilize social media, when international alumni events are 
taking place. This is an effective way to reach everybody and offer information about 
coming events and their nature, and network with each other. The results showed that 
at least 44% of the respondents would be willing to network with other Mamk alumni, 
(when they will be alumni) after the graduation. The goals of Mamk are also consider-
ing the networking with alumni and their work life connections  
 
It would be also easier to find out through social media what kind of alumni events 
students and present alumni are interested in. The results of my survey revealed that 
professional events (71%) and educational events (43%) were found to be most inter-
esting out of five other options when the respondents were asked to pick two most 
suitable options for them. 54% of the respondents were also interested in participating 
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in alumni events once a year and 25% of the respondents more often than once a year. 
Mamk aims to organize bigger alumni events for everybody every third year and these 
events have received good feedback afterwards.  In the degree programme level 
events are held more regularly, which is good because the respondents of my survey 
were clearly interested in participating more often than every other or every third year.  
 
We have to take into account that it is quite impossible for the school to organize big-
ger alumni events in every year because of the budget. Some alumni however would 
have been ready to pay for the last bigger event which was organized for every alumni 
of Mamk. For example Mamk could utilize its alumni association when events are 
organized, at least partly, because association was established in 2008, but it has never 
worked in practice. In some universities of applied sciences alumni associations or-
ganize mostly social events and these associations work together with the school. I do 
not suggest that Mamk should use as high an involvement level as in other schools 
with alumni associations, because it has not worked in the past, but maybe Mamk 
could find some way to utilize the alumni association in order to develop the interna-
tional alumni activities and its networks. It is just the fact that usually alumni know 
best each other from their degree programmes and involving alumni in this would be 
highly beneficial for both of parties, the school and the alumni. 
 
Mamk could try to attract its international alumni by organizing events also some-
where else than in Mikkeli. The results of my survey showed that 40% of the respond-
ents would be willing to participate in the international alumni events in Helsinki or in 
somewhere else in Finland (17%). Even though Mikkeli got most “votes” (71%) 
Mamk could think about this option and maybe organize some events in Helsinki in 
the future. It seems to be the easiest meeting point for most foreigners if they are go-
ing to stay in Finland. For example the second and third year international students 
revealed that 39 % of the respondents will probably live in Finland after their studies 
and 10% of the respondents will definitely life in Finland afterwards. There seems to 
be a potential group of alumni to be reached inside of the Finland. Mamk could start 
to think about the idea that perhaps international alumni events could be organized 
together with entrance exams. Especially St. Petersburg would be a good option be-
cause of its location. Mamk gets most of its international students from Russia. Mamk 
has also strategic point of view with this; the cooperation with Russia is one of area of 
the focus. Students would be informed of the international alumni activities already in 
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early stage of their studying. Probably it would be easier to involve and engage them 
with activities by this way too. After this alumni could be more eager to be inspired of 
the activities and find out the value of it.  
 
It is important to Mamk that it could inspire and attract students and its alumni. (Ho-
henthal et al. (2012, 20-29) discussed the importance of the inspiring; this comes after 
engaging alumni and happens quite naturally afterwards. On the other hand inspiring 
requires some effort in order to maintain and create it. For example, organized lectures 
and seminars might act as a source of inspiration. These events might create new con-
tents and thinking with fresh ideas, which also can be reflected to alumni´s own ca-
reers. Alumni are also very interested in becoming involved with the other end of the 
continuum, career services – the institutional output. Alumni of many ages are inter-
ested in the activities related to careers from networking to simply learning about what 
alumni have done in their careers. 
 
The results disclosed that the present students (81%) would be interested in hearing 
about experiences of their studies and careers of the alumni during their classes. Most 
of the respondents were interested in hearing about the career paths of the alumni and 
about their work itself, and also job and training opportunities were found interesting. 
Many international students were interested in getting information about finding a job 
in Finland as a foreigner, and how hard this will be. Mentoring is also one way to in-
volve present alumni. As mentioned previously, many alumni like to talk about their 
jobs and give information for becoming alumni. The results showed that 24% of the 
respondents would be interested in mentoring when becoming alumni. According to 
Clouse Dolbert (2002, 4.) the trend is to engage alumni in activities that fit best with 
where they are in their life cycles. Alumni should be informed and comfortable with 
what they are asked to do. Alumni activities need to identify a staff member to be re-
sponsible for managing the program that recruits, retains, and recognizes volunteers.  
 
Alam (2006, 15) thought that customer interaction has been advocated as a potentially 
powerful tool for developing successful new services. Specifically, it is seen as an 
effective tool to jump-start the idea generation process for new services, to create val-
ue for customers, and to effectively manage the overall innovation process in a firm. 
Gummesson (2006, 82) mentioned that with customer interaction, it is possible to de-
velop a differentiated new service with unique benefits and better value for the cus-
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tomer. It is a key issue because today´s customers are more sophisticated and demand-
ing, and search for superior value in a new service.  
 
In others words, Mamk has to take into account that alumni want to have clear bene-
fits out of activities and they are ready to work together with Mamk in order to main-
tain them and develop the international alumni activities. For example, the results re-
vealed that the respondents´ wishes and suggestions regarding international alumni 
activity were mostly related to the international aspects of the alumni activities and 
overall information about the alumni activities itself. Mamk could also get more atten-
tion via alumni activities, because alumni are also marketing the school with their 
skills and knowledge. This is crucial for the marketing of Mamk too. For example, 
according to Hohenthal et al. (2012, 20-29) alumni are also acting as “business cards” 
of the school. They are the living proof about the education and its level. At universi-
ties alumni have had remarkable role as fundraisers. Perhaps this is a way for universi-
ties of applied sciences in order to improve the alumni activities and its activities in 
the future too, because usually schools don’t have that big a budget for the alumni 
activities and fundraising from alumni is seldom the option in Finland.  
 
Other recommendations for the international alumni activities are to make alumni ac-
tivities appear as convenient as possible. For example, Mamk has done already some 
changes in order to make joining the activities as easy as possible. Mamk has created a 
way to register as alumni at the same time, when students are applying graduation in 
Asio. This gave good results for the alumni activities. Last year school got 200-300 
new alumni for their alumni register, which is 1/3 of the graduated students. The re-
sults also disclosed that 73% of the respondents were willing to join the alumni activi-
ties when they graduate. The rest of the students, who were not willing to join in, gave 
reasons for it as they did not know yet, they did not have enough information about it, 
they had a lot of other activities, they were not interested, or they were exchange stu-
dents.  
 
In other words Mamk has to start to market more actively alumni activities to the cur-
rent students, even though they are not directly “the customers” of the alumni activi-
ties, but they will be very soon. Co-creating value together with the current alumni 
Mamk has better chance to reach at becoming alumni and get them involved with the 
activities already during their studies in the university (of applied sciences). Alam 
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(2006, 17) thought also that customer interaction may help shorten a development 
cycle time, also known as “time to market.” The process of customer interaction may 
yield the most up-to-date information about customer preferences and needs that are 
changing fast. This potentially reduces the need for alterations in a service delivery 
process in the later stages, because a firm can collect and process customer infor-
mation for its new service development projects in a concurrent basis.  
 
I gave above several development ideas for the international alumni activities as a 
whole and now I will also list them here.  
 
Recommended actions of development are the following: 
 
 Create a clear strategy and concept for the international alumni activities. 
 Make the international alumni activities appear to be more part of everyday ac-
tivities of the university of applied sciences. 
 Do development work together with the present students and alumni. (Value 
co-creation) 
 Create work life connections 
 Involve alumni and students more effectively, also at the early stage of studies 
 Think “out of the box” and be ready to present also half-created ideas 
 Increase the knowledge of present students and alumni regarding international 
alumni activity 
 Use personal selling (From teacher to students/alumni, etc.) 
 Offer information in English (Websites of the school, Facebook, etc.) 
 Communicate more effectively with the present students and alumni 
 Utilize social media and social networking sites in interaction and marketing 
 Advertise alumni activities more effectively at school (internal marketing) 
 Improve event organizing (location, planning, funding, etc.) 
 Inspire and attract alumni and students (make alumni activity appealing and 
convenient) 
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6.2 Recommendations for International Alumni Activities of Business 
Management Degree Programme  
 
 I narrowed also my approach to one international degree programme. Next I am 
going to give recommendations for Business Management degree programme 
regarding the international alumni activities. International degree programmes do not 
have big differences in numbers regarding the alumni activities (amount of joined 
alumni). This is because the international degree programmes are younger than 
Finnish ones. Although according to Kauppinen, the graduated students of the Finnish 
Business Management degree programmes have been one of the active ones, which 
might be because of the nature of the study field. Business people like to network with 
others and see the value of it.  
 
Mamk could try to activate Business Management students already during their 
studies regarding the international alumni activities. For example, projects are part of 
the study process in the degree programme, so maybe this could be the way to get the 
students involved with activities in early stage. For example, one university of applied 
sciences has had entrepreneurial evenings to their alumni entrepreneurs and by this 
way school has aimed at finding mentors for students´ start-up businesses. Mamk 
could also think about this kind of option for the Business Management alumni, when 
the alumni could network with each other and with students. This would be a nice 
option for the traditional seminars and educational lectures. 
 
Mamk should organize some visits to students and get them to have the chance to see 
the businesses of Mamk alumni and hear about their careers. The results disclosed that 
the students are highly interested in hearing about the experiences of the alumni and 
about their career paths. This might offer more training places for the students, and 
probably it would be easier to get training places from their own study field and 
searching process wouldn’t be that challenging. Business Management students would 
be able to create work life connections with the alumni during their studies which 
would be valuable to Mamk, alumni and students. For example, most of the inter-
viewed universities of applied sciences had the goal to get their students to be em-
ployed and the alumni activities are a good way to help out with this goal. 
 
65 
When alumni activities are successfully carried out, it brings a lot of benefits to the 
schools, alumni, and work life sector. According to Hohenthal et al. (2012, 20-29) the 
university of applied sciences makes its connections with work life sector stronger and 
gets to use an extensive network of experts. This network offers current information of 
the needs of the work life sector and it can be utilized in education. Alumni can use 
the network in order to find business partners, clients, and also seek new and fresh 
information in their own business sector. Business management alumni and alumni 
entrepreneurs have usually wide connections with businesses and other working 
fields. Mamk could utilize this and remember to offer enough benefits to its alumni in 
order to motivate them to join the international alumni activities and be active in par-
ticipating in its events and even being involved in organizing them together with 
Mamk and the current students who will be alumni one day. It is natural that alumni 
seek to connect through career, social, and business networking provided by alumni 
associations. They are interested in learning more about their institution’s academic 
strengths, how it educates graduates for careers, exciting developments in student-
faculty collaborations and research, and opportunities to be exposed to new things and 
be prepared for a complex and changing world.  
 
Mamk should think about a way to connect on Business Management students via 
social media and social networking sites. The first step would be to get students to be 
aware of the alumni activities by utilizing school´s websites and putting enough in-
formation about the international alumni activities and its possibilities what it is offer-
ing to students. This information should be found easily in order to get students` atten-
tion. According to Kowalik (2011, 215-216) social media entails institutions with op-
portunities for a new level of engagement with prospective students, alumni, donors 
and community members. Social media surroundings include the prospective students 
and the alumni, making it a great place to interact with them and with the institution 
and programs. People are also using traditional communication sites and services 
(think webmail, and discussion groups) less and less, and choosing to use Facebook 
and other social networks instead. In other words, when students graduate and become 
alumni, every degree programme could have their own groups in LinkedIn. This 
would be an efficient way to Business Management alumni to keep in touch with each 
other and get news about relevant things like work life and alumni matters too. Noel-
Levitz (2007) also mentioned that social networking can be a great resource for en-
listment efforts, and could be advantage to your program. However, they still believe 
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the majority of your focus should be put on strengthening the experience perspective 
alumni have on your official websites.  
 
Mamk has a lot of tools how to make Business Management students to be more in-
volved with the activity and get them connected with Business Management alumni 
already during their study time. This would certainly motivate both of the parties, the 
current Business Management students and current Business Management alumni 
without forgetting Mamk alumni entrepreneurs. When everyone is putting effort in 
alumni activity by involving themselves and participating more eagerly, everyone will 
benefit from it. Mamk just has to take a step forward and make the international alum-
ni activities more part of the school´s everyday life activities.  
 
I gave above several development ideas for the international alumni activities of Busi-
ness Management degree programme and now I will also list them here.  
 
Recommended actions of development are the following: 
 
 Involve Business Management students with activity already during their stud-
ies 
 Organize mutual projects for students and alumni 
 Utilize alumni in mentoring activities for students and present opportunities 
(Startup companies and alumni entrepreneurs) 
 Use personal selling (get present alumni to tell about their experiences, teach-
ers involved with process etc.) 
 Create work life connections and networks between students, alumni, and 
Mamk 
 Utilize social media and social networking sites effectively 
 
6.3 Reliability of the Research 
 
I used two different research methods in my thesis work. I wanted to have information 
from two different channels; from other universities of applied sciences, and interna-
tional students of Mamk. My aim was to utilize qualitative and quantitative research 
methods in order to get more versatile information out of my research. I wanted to 
find out the practices of the universities of applied sciences regarding the alumni ac-
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tivities. I wanted to know what kind of information they had received from their 
alumni and how they were managing their alumni activities in order to get develop-
ment ideas for Mamk. On the other hand I wanted to seek information from the cur-
rent second and third year international students in order to narrow my focus on the 
international alumni activities and get information about their wishes and suggestions 
for the activity. 
 
Reliability of Benchmarking Research 
 
When I am thinking about my benchmarking research, I feel that it was trustworthy.  I 
collected a lot of information regarding the alumni activities in other universities of 
applied sciences. I had collected information from schools before hand and set up re-
quirements for every university of applied sciences to fulfill (purposive selection). All 
the alumni contact persons were asked exactly the same twelve interview questions 
(Appendix 1). 
 
 My aim was also to set up interview situations in a same way. I think that the findings 
were dependable in a way that if interviews would take place again I would get quite 
similar answers to my questions. Although a transferability of the research is defined 
by the readers of the research I believe that the research can be transferred to other 
contexts too. It helps also that I have given all the details about the research methods 
and how it was conducted considering the original research. 
 
Of course situations always change and other universities of applied sciences are also 
trying to develop their alumni activities constantly, but basically I believe that all 
alumni contact persons aimed to answer truthfully all my questions. As I was using a 
recorder in the interviews, I was able to transcribe most of the interviews in the same 
manner. By that way I started to analyze the information which I collected earlier. One 
interview was made on the phone, but I didn’t feel it affected my research in any re-
markable way. I typed all the answers down and got equal amount of information 
from that interview too (4-5 pages).  
 
I also aimed to be quite neutral in the interview situations.  I believe that because I a 
used recorder in interview situations, I did not put any of my own interpretation to any 
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of their answers. I transcribed everything by using their own words. Therefore a con-
firmability of the research should have been managed accurately. 
 
Reliability of the survey 
 
In case of my quantitative approach, I aimed to create and carry out survey which is 
measuring the right things within of my research question. I had 70 respondents, 
which is sufficient amount of students from the second- and the third-year internation-
al study programmes. On the other hand, Environmental Engineering groups were not 
that well represented than other two international study programmes; Business Man-
agement and Information Technology.  
 
I felt my survey was conducted successfully. I built my survey together with my su-
pervisor and second opinion was also asked. Therefore I believe that a validity of the 
research was well managed. The validity of the research should always be represented 
in a right matter, I really think that survey was measuring all the right things and I got 
accurate information about the students’ perceptions regarding international alumni 
activity. I was also trying to make sure that a survey had increased scale´s sensitivity 
by using Likert scale with numerous categories. I did not have only options agree or 
disagree. I offered also choices between strongly disagree and strongly agree in order 
to get more accurate results. 
 
I collected all the data by using paper questionnaire forms in the same manner by vis-
iting lectures of the degree programmes. I believe that all the students answered like 
they felt right for them. The survey was anonymous, so every student should have felt 
free to tell their true opinions about the matters. I believe that the survey was reliable 
and the research should have internal consistency. 
 
I believe that my research methods were reliable and I was using a right kind of re-
search tools. I believe that by using Webropol and SPSS gave me advantage and more 
diverse ways to present information. I have done frequency tables, multiple response 
tables, and cross tables in order to offer more accurate information about the results of 
research. By this way I am aiming to transfer a clearer picture of the results for readers 
to perceive and understand too. 
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7 CONCLUDING REMARKS 
 
Writing my thesis was a lot of longer time and energy consuming process that I could 
ever have anticipated beforehand. Even though I had made a timetable for my thesis 
and it was handling all my researches, I never expected it to take that much effort as it 
did. Therefore I am graduating a little bit later than I assumed, but on the other hand I 
was able to use all the research methods that I wanted and do it with my own sched-
ule. 
 
My aim was to create development ideas/recommendations for the international alum-
ni activities and use one international (Business Management) as an example case. I 
gave some development ideas overall for the international alumni activities itself, be-
cause the first step is to focus on the whole concept of the activities, not just one inter-
national degree programme. Basically activities have same principles with every de-
gree programme, but every degree programme has its own expectations and wishes. 
Therefore I wanted to present both; the international alumni activity and its develop-
ment ideas and the international degree programme inside the activities. 
 
I can’t say that I was able to name every single development actions needed, which 
will solve every lacking aspect of the international alumni activity, but at least I of-
fered a lot of realistic development ideas and recommendations. If Mamk is willing to 
follow them, they will together create a development path to the activity and also for 
the one specific international degree programme (Business Management). On the oth-
er hand we have to remember that it is easy to write ideas on the paper, but in practice 
it will take some resources and time to carry them out. I aimed to write as realistic 
development ideas as possible. I intended to be aware of the fact that the school has a 
limited budget to offer for the alumni activities and it has to do all the changes with 
the limits of given resources. Then again I believe that many things can be reached 
without extra funding, when people are just willing to give a little bit of their time and 
put some effort to it. For example, by getting alumni to the classrooms and telling 
about their experiences and careers would just demand involvement from the alumni 
and Mamk taking contact with them. 
 
During my writing and research process, I got a lot of information about wishes and 
interests of the current students regarding the alumni activities. I think that it is ex-
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tremely important that we use this information to improve the international alumni 
activities and to make the students already more involved with the activity and present 
alumni during their studies. This way Mamk would have an advantage, when they 
graduate. I feel like that I got also lot of useful information from my benchmarking 
research, even though the other universities of applied sciences did not provide me 
with a direct development path, I was able to get some good ideas which to take into 
account. 
 
The Benchmarking research also revealed that the international alumni activities are 
not that developed in other universities of applied sciences either and many schools 
have a lot of improvements to do in order to develop the alumni activities, especially 
the international aspects of the alumni activities. I was pleased to find out that Mamk 
had made already some big improvements regarding the alumni activities before I 
even started my thesis work. The change in Asio (student portal) made a big differ-
ence and the graduated students are more eager to join the activities than in other uni-
versities of applied sciences. Mamk just has to keep up with a good work and do de-
velopment work constantly regarding alumni activity and especially its international 
aspects, because Mamk has already noticed the need of improvements in that area. 
 
 I am willing to believe that my development ideas and recommendations, which I put 
together from my theory part and from my research, will create efficient enough 
frames for Mamk in order to develop the international alumni activities. Mamk could 
get the students to be more involved during their study time, get the present alumni to 
participate more actively in events, and lastly get the international alumni activities be 
more part of Mamk´s everyday activities. Step by step the international alumni activi-
ties will become more familiar to the students and the present alumni will find them 
more beneficial for them, and Mamk will be able reach foreign alumni efficiently. All 
of the parties will see the value of the activities more clearly, when improvement has 
taken place in its activities. 
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Interview Regarding Alumni Activities 
 
 
1. How alumni activities are carried out at your University of Applied Sciences? 
(What kind of events do you have, and how often?) 
(Are there as many events in English as in Finnish etc.?) 
 
2. What kind of activities your current alumni are seeking?  
 
3. How are your alumni relations managed? 
 
4. What kind of goals does your school have for your alumni collaboration? 
(What kind of benefits would school like to have out of alumni activities?) 
(Why alumni relations are important for your University of Applied Sciences?) 
 
5. Who is/are responsible for alumni activities at your University of Applied Sci-
ences? /How is it organized? 
 
6. Did alumni activities take place first in Finnish or were activities developed al-
so in English along the Finnish side? 
 
7. Are alumni activities as developed in English as in Finnish? 
 
8. Are there differences between degree programmes regarding alumni activities? 
(number of graduated students who join in alumni activities) 
 
 
9. Are there differences between degree programmes, which are offered in Eng-
lish regarding alumni activities? (number of graduated students who join in 
alumni activities) 
 
 
10. How many (approx.) new alumni do join in the activities every year? 
 
 
11. What kind of development work are you doing regarding the alumni activities? 
 
 
 
12. How do you see the future of the alumni activities at your University of Ap-
plied Sciences?  
(How alumni collaboration will appear in the future?) 
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Alumni questionnaire 
 
BACKGROUND INFORMATION  
 
 
 
 
1. Gender  
   Female 
 
   Male 
 
 
 
 
 
2. How old are you?  
Age 
________________________________ 
 
 
 
 
3. Degree Programme  
   Business Management 
 
   Environmental Engineering 
 
   Information Technology 
 
 
 
 
 
4. Year of study  
   2nd year 
 
   3rd year 
 
   
Other, which year? 
________________________________ 
 
 
 
 
 
5. What is your nationality?  
Nationality 
________________________________ 
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6. How long have you been living in Finland?  
   <1 year 
 
   1-2 years 
 
   3-4 years 
 
   over 4 years 
 
 
 
 
 
7. Are you planning to live in Finland after your studies?  
   Definitely yes 
 
   Probably yes 
 
   Probably no 
 
   Definitely no 
 
   I don't know 
 
 
 
 
 
ALUMNI QUESTIONS  
 
 
 
 
8. Are you aware of alumni network at MAMK?  
   Yes 
 
   No 
 
 
 
 
 
9. If you answered yes, how did you get to know about alumni activity of 
MAMK?  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
10. In which way would you like to gain information of alumni activity before 
graduation? (Select 3 most important ones)  
 Facebook 
 
 Flyers 
 
 Websites of MAMK 
 
 E-mail 
 
 LinkedIn 
 
 From your teachers 
 
 
Some other channel, what? 
________________________________ 
 
 I don't want to have any information regarding alumni activity 
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11. In which way would you like to gain information of alumni activity after gradu-
ation? (Select 3 most important ones)  
 Facebook 
 
 Flyers 
 
 Websites of MAMK 
 
 E-mail 
 
 LinkedIn 
 
 From your teachers 
 
 
Some other channel, what? 
________________________________ 
 
 I don't want to have any information regarding alumni activity 
 
 
 
 
 
12. In which language would you like to receive information of alumni activity?  
   In English 
 
   In Finnish 
 
 
 
 
 
13. What kind of alumni activities are you interested in? (After your graduation, 
when you are alumna/alumnus) Cross your option  
 
Strongly 
disagree (1) 
Disagree 
(2) 
Uncertain 
(3) 
Agree 
(4) 
Strongly 
agree (5) 
I am interested in network-
ing with other MAMK 
alumni  
 
     
I am interested in acting as 
a mentor  
 
     
I am interested in educa-
tional events  
 
     
I am interesting in social 
events  
 
     
I am interested in getting 
information on postgradu-
ate studies  
 
     
I am interested in getting 
information of working life  
 
     
I am interested in giving a 
lectures as a quest lecturer  
 
     
I am interested in organiz-
ing alumni events together 
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with MAMK  
 
 
 
 
 
14. In what kind of alumni events would you like to participate? (Select 2 most 
interesting)  
 Class reunions 
 
 Get together events 
 
 Educational events 
 
 Professinal events 
 
 
Something else, what? 
________________________________ 
 
 I don't want to participate 
 
 
 
 
 
15. How often would you like to participate in alumni events?  
   More often than once a year 
 
   Once a year 
 
   Every other year 
 
   Less than every other year 
 
   Never 
 
 
 
 
 
16. Where would you like to participate in alumni events?  
 In Mikkeli 
 
 In Helsinki 
 
 Somewhere else in Finland 
 
 
In some other countries, where? 
________________________________ 
 
 Nowhere (I am not willing to participate) 
 
 
 
 
 
17. Would you be interested in hearing present alumni´s experiences about their 
studies and careers for example during your classes?  
   Yes 
 
   No 
 
 
 
 
 
18. If you answered yes, what kind of information would you like to hear from the 
alumni?  
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________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
19. Do you have wishes or suggestions regarding international alumni activity?  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
20. Would you be willing to join in the alumni network as you graduate? (Joining 
in the alumni activity is free of charge!)  
   Yes 
 
   
No, Why? 
________________________________ 
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Frequency tables 
 
Question1. 
 Frequency Percent of 
all 
Percent of 
respondents 
 
Female 34 48,6 48,6 
Male 36 51,4 51,4 
All in total 70 100,0 100,0 
 
 
 
Question3. 
 
 Fre-
quency 
Percent of 
all 
 Percent of 
respondents 
 
Business Management 34 48,6 50,0 
Environmental Engineering 4 5,7 5,9 
Information Technology 30 42,9 44,1 
Respondents 68 97,1 100,0 
 No answers 2 2,9  
All in Total 70 100,0  
 
 
 
Question4. 
 Frequency Percent of 
all 
Percent of 
respondents 
 
2nd year 35 50,0 50,7 
3rd year 22 31,4 31,9 
Other 12 17,1 17,4 
Respondents 69 98,6 100,0 
 No answers 1 1,4  
All in total 70 100,0  
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Question6. 
 Frequency Percent of 
all 
Percent of 
respondents 
 
Less than one year 18 25,7 26,5 
One to two years 30 42,9 44,1 
Three to four years 11 15,7 16,2 
Longer than four years 9 12,9 13,2 
Respondents 68 97,1 100,0 
 No answers 2 2,9  
All in total 70 100,0  
 
 
 
Question7. 
 Frequency Percent of 
all 
Percent of 
respondents 
 
Definitely Yes 7 10,0 10,0 
Probably Yes 27 38,6 38,6 
Probably No 12 17,1 17,1 
Definitely No 5 7,1 7,1 
I dont know 19 27,1 27,1 
All in total 70 100,0 100,0 
 
 
Question8. 
 Frequency Percent of 
all 
Percent of 
respondents 
 Yes 6 8,6 8,7 
No 63 90,0 91,3 
Respondents 69 98,6 100,0 
 No answers 1 1,4  
All in total 70 100,0  
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Question12. 
 Frequency Percent of 
all 
 Percent of 
respondents 
 
In English 59 84,3 86,8 
In Finnish 9 12,9 13,2 
Respondents 68 97,1 100,0 
 No answers 2 2,9  
All in total 70 100,0  
 
 
Question15. 
 Frequency Percent of 
all 
Percent of respon-
dents 
 
More often than once a year 17 24,3 24,6 
Once a year 37 52,9 53,6 
Every other year 7 10,0 10,1 
Less than every other year 4 5,7 5,8 
Never 4 5,7 5,8 
Respondents 69 98,6 100,0 
 No answers 1 1,4  
All in total 70 100,0  
 
Question17. 
 Frequency Percent of 
all 
 Percent of res-
pondents 
 Yes 55 78,6 80,9 
No 13 18,6 19,1 
Respondents 68 97,1 100,0 
 No answers 2 2,9  
All in total 70 100,0  
 
Question20. 
 
 
 
 
 
 Frequency Percent of 
all 
Percent of 
respondents 
 
Yes 49 70,0 73,1 
No 18 25,7 26,9 
Respondents 67 95,7 100,0 
 No answers 3 4,3  
All in total 70 100,0  
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Multiple Responses 
 
Question10. 
 Responses Percent of Cases 
Facebook 28 40,0% 
Flyers 14 20,0% 
Website 44 62,9% 
Email 50 71,4% 
LinkedIn 6 8,6% 
Teachers 47 67,1% 
Other channel 2 2,9% 
No information wanted 3 4,3% 
Responses in total 194  
 
Question11. 
  Responses Percent of cases 
 
Facebook 47 68,1% 
Flyers 12 17,4% 
Websites 37 53,6% 
Email 54 78,3% 
LinkedIn 14 20,3% 
Teachers 10 14,5% 
Other channel 1 1,4% 
No information 
wanted 
4 5,8% 
Responses in total 179  
 
Question13. 
 Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
Total 
Networking 1,5% 7,4% 47,1% 36,8% 7,4% 100,0% 
Mentor activities 8,8% 30,9% 36,8% 22,1% 1,5% 100,0% 
Educational events 1,4% 10,1% 24,6% 53,6% 10,1% 100,0% 
Social events 1,5% 9,0% 31,3% 40,3% 17,9% 100,0% 
Information on postgrad-
uate studies 
1,5% 7,4% 19,1% 50,0% 22,1% 100,0% 
Information on working 
life 
0,0% 2,9% 5,8% 47,8% 43,5% 100,0% 
Quest lecturer 7,4% 20,6% 36,8% 23,5% 11,8% 100,0% 
Organizing events togeth-
er with Mamk 
7,4% 23,5% 45,6% 20,6% 2,9% 100,0% 
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Question14. 
 Responses Percent of cases 
 
Class reunions 16 22,9% 
Get together events 26 37,1% 
Educational events 30 42,9% 
Professional events 50 71,4% 
Something else 1 1,4% 
Not willingness to participate 4 5,7% 
Responses in total 127  
 
Question16. 
 Responses Percent of cases 
 
Mikkeli 50 71,4% 
Helsinki 28 40,0% 
Somewhere else in Finland 11 15,7% 
In Other countries 4 5,7% 
Not willingness to participate 4 5,7% 
Responses in total 97 138,6% 
 
 
Cross tables 
Gender * Intention to live in Finland after studies Crosstabulation 
 
Intention to live in Finland after studies Total 
Definetely Yes Probably 
Yes 
Probably No Definetely 
No 
I dont know 
G
e
n
d
e
r 
Female  4 10 7 3 10 34 
 11,8% 29,4% 20,6% 8,8% 29,4% 100,0
% 
Male  3 17 5 2 9 36 
 8,3% 47,2% 13,9% 5,6% 25,0% 100,0
% 
Total  7 27 12 5 19 70 
 10,0% 38,6% 17,1% 7,1% 27,1% 100,0
% 
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Cross tables of question13. 
 
 
 
 
 
 
 
Networking Total 
Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
 
Business Mana-
gement 
 0 4 17 9 3 33 
 0,0% 12,1% 51,5% 27,3% 9,1% 100,0% 
Environmental 
Engineering 
 0 1 1 1 1 4 
 0,0% 25,0% 25,0% 25,0% 25,0% 100,0% 
Information 
Technology 
 1 0 14  1 29 
 3,4% 0,0% 48,3%  3,4% 100,0% 
Total 
 1 5 32 23 5 13 
 1,5% 7,6% 48,5% 34,8% 7,6% 44,8% 
 
 
Mentor activities Total 
Strongly di-
sagree 
Disagree Uncertain Agree Strongly 
agree 
 
Business Mana-
gement 
 3 14 7 8 1 33 
 
9,1% 42,4% 21,2% 24,2% 3,0% 100,0
% 
Environmental 
Engineering 
 1 1 2 0 0 4 
 
25,0% 25,0% 50,0% 0,0% 0,0% 100,0
% 
Information 
Technology 
 2 6 14 7 0 29 
 
6,9% 20,7% 48,3% 24,1% 0,0% 100,0
% 
Total 
 6 21 23 15 1 66 
 
9,1% 31,8% 34,8% 22,7% 1,5% 100,0
% 
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Study program * Educational events Crosstabulation 
 
Educational events Total 
Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
 
Business Ma-
nagement 
 1 5 9 14 4 33 
 3,0% 15,2% 27,3% 42,4% 12,1% 100,0% 
Environmental 
Engineering 
 0 1 0 2 1 4 
 0,0% 25,0% 0,0% 50,0% 25,0% 100,0% 
Information 
Technology 
 0 1 8 20 1 30 
 0,0% 3,3% 26,7% 66,7% 3,3% 100,0% 
Total 
 1 7 17 36 6 67 
 1,5% 10,4% 25,4% 53,7% 9,0% 100,0% 
Study program * Social events Crosstabulation 
 
Social events Total 
Strongly disagree Disagree Uncertain Agree Strongly 
agree 
 
Business Manage-
ment 
 0 2 8 15 8 33 
 0,0% 6,1% 24,2% 45,5% 24,2% 100,0% 
Environmental 
Engineering 
 0 1 1 1 1 4 
 0,0% 25,0% 25,0% 25,0% 25,0% 100,0% 
Information Tech-
nology 
 1 3 11 10 3 28 
 3,6% 10,7% 39,3% 35,7% 10,7% 100,0% 
Total 
 1 6 20 26 12 65 
 1,5% 9,2% 30,8% 40,0% 18,5% 100,0% 
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Information on postgraduate studies Total 
Strongly disagree Disagree Uncertain Agree Strongly 
agree 
 
Business Manage-
ment 
 
1 2 5 16 9 33 
 3,0% 6,1% 15,2% 48,5% 27,3% 100,0% 
Environmental En-
gineering 
 0 0 0 2 2 4 
 0,0% 0,0% 0,0% 50,0% 50,0% 100,0% 
Information Techno-
logy 
 0 3 8 14 4 29 
 0,0% 10,3% 27,6% 48,3% 13,8% 100,0% 
Total 
 
1 5 13 32 15 66 
 1,5% 7,6% 19,7% 48,5% 22,7% 100,0% 
Study program * Information on working life Crosstabulation 
 
Information on working life Total 
Disagree Uncertain Agree Strongly 
agree 
 
Business Management 
 2 2 13 16 33 
 6,1% 6,1% 39,4% 48,5% 100,0% 
Environmental En-
gineering 
 0 0 2 2 4 
 0,0% 0,0% 50,0% 50,0% 100,0% 
Information Techno-
logy 
 0 2 17 11 30 
 0,0% 6,7% 56,7% 36,7% 100,0% 
Total 
 2 4 32 29 67 
 3,0% 6,0% 47,8% 43,3% 100,0% 
APPENDIX 2(14).  
 
Study program * Quest lecturer Crosstabulation 
 
Quest lecturer Total 
Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
 
Business Mana-
gement 
 2 9 12 6 4 33 
 
6,1% 27,3% 36,4% 18,2% 12,1% 100,0
% 
Environmental 
Engineering 
 0 0 2 2 0 4 
 
0,0% 0,0% 50,0% 50,0% 0,0% 100,0
% 
Information 
Technology 
 3 4 11 8 3 29 
 
10,3% 13,8% 37,9% 27,6% 10,3% 100,0
% 
Total 
 5 13 25 16 7 66 
 
7,6% 19,7% 37,9% 24,2% 10,6% 100,0
% 
 
 
 
 
 
 
 
 
Study program * Organizing events together Crosstabulation 
 
Organizing events together Total 
Strongly 
disagree 
Disagree Uncertain Agree Strongly 
agree 
 
Business Mana-
gement 
 3 7 15 6 2 33 
 9,1% 21,2% 45,5% 18,2% 6,1% 100,0% 
Environmental 
Engineering 
 1 3 0 0 0 4 
 25,0% 75,0% 0,0% 0,0% 0,0% 100,0% 
Information Tech-
nology 
 1 5 15 8 0 29 
 3,4% 17,2% 51,7% 27,6% 0,0% 100,0% 
Total 
 5 15 30 14 2 66 
 7,6% 22,7% 45,5% 21,2% 3,0% 100,0% 
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Cross tabulation of study program and willingness to hear alumni 
 
 
Cross tabulation of study program and willingness to join in activity 
 
Study program * Willingness to join in activity Crosstabulation 
 
Willingness to join in activity Total 
Yes No 
 
Business Management 
 20 14 34 
 58,8% 41,2% 100,0% 
Environmental Engineering 
 3 1 4 
 75,0% 25,0% 100,0% 
Information Technology 
 24 3 27 
 88,9% 11,1% 100,0% 
Total 
 47 18 65 
 72,3% 27,7% 100,0% 
 
Study program * Willingness to hear info from alumni Crosstabulation 
 
Willingness to hear info 
from alumni 
Total 
Yes No 
 
Business Management 
 27 6 33 
 81,8% 18,2% 100,0% 
Environmental Engineering 
 4 0 4 
 100,0% 0,0% 100,0% 
Information Technology 
 22 7 29 
 75,9% 24,1% 100,0% 
Total 
 53 13 66 
 80,3% 19,7% 100,0% 
